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Combined with 


MERCHANTS RECORD & SHOW WINDOW 


SHOWROOMS 


In twenty key cities, strategically located, KOR- 
RECT-WAY DISTRIBUTORS maintain spacious dis- 

play salons (as partially illustrated herewith) for your 
convenience and service. You'll find it pays to peri- 
odically visit the Distributor for your territory (see list 
below) and get a first hand look at the latest creations in 
display Mannequins, Forms, Fixtures, Racks, Decoratives, 
etc. See him at your first opportunity. There's no obligation. 





ATLA 


NEW YORK—15-17 West 36th - ATLANTA—Melvin S. Roos Co. + BALTIMORE—Williams Corp. - BOSTON—Eastern Displays, Inc. « BUFFALO—San 
C. Dutch & Son »« CINCINNATI—General Display Corp. « CHICAGO—Hecht Fixture Co. - DENVER—Walter W. Martin - DETROIT—Art Products Mfa 
Co. » KANSAS CITY—National Equipment Corp. - LOS ANGELES—Grossman & Silvers » MINNEAPOLIS—L. E. Hier Display Ea ip. Co. « NEW ORLEANS 
Gulf States Display + PHILADELPHIA—Naythons Display Fix. Co. » PITTSBURGH—DeWeese Display Equip. Co. « PORTLAND—Turner's Display Stud 
SAN FRANCISCO—Kehoe Disp. Fix. Co. - ST. LOUIS—Midwest Disp. Equip Corp. » MONTREAL—Miller's Disp. Fix., Reg'd. - HONOLULU—Bader and ‘ 









EACH YEAR 


STORES FROM COAST TO COAST 


See «ARE USING MORE 


FOR ABC FABRICS FOR JANTZEN 
At Meier & Frank, Portland, Oregon At Burdine’s, Miami, Florida 


ITINERANTS 
There? a Keuson 


They are skillfully designed and 
produced to include live, new 















































ideas and to incorporate out- FOR JANTZEN 
FOR CLUETT PEABODY standing display treatments such At Boston Store, Milwaukee, Wisconsin 
At Abraham & Straus, Brooklyn, New York as ... unusual animation and 
lighting effects . . . wood carv- =i 
ings .. . fluorescent plastic and 5 OF deen Keone 
Structural Bends. W. L. S. itiner- lo Bre f 
ants are dramatic . . . 3-dimen- 


sion... flexible attractions for 
windows large or small, offered 
by over 50 of America’s leading 
manufacturers as a valuable tie- 
up with their national advertis- 
ing. A constantly improved serv- = 
ice has resulted in increased FOR GENERAL ELECTRIC 

acceptance and approval by At Gimbel Bros., Philadelphia, Pa. 
America’s leading display men 
and stores .. . and hundreds of 
testimonials prove they DO HELP 


FOR HOOVER SELL MORE. 
At Watt and Shand, Lancaster, Pa. e 











Harry Eastman, Burdine's, Inc., says 

‘The Jantzen windows turned out 
fine. The sets you sent in were very, 
very nice and everyone is happy.'’ 


Clement Kieffer, Jr., Kleinhans Co., 
Buffalo, N. Y., says... ‘‘The Inter- 
woven display attracted considerable 
attention and resulted in very ex- 
cellent business.'' 


W.L. STENSGAARD 
& ASSOCIATES, INC. 


346 NORTH JUSTINE AVENUE, CHICAGO, ILLINOIS 





sé...“ 








FOR INTERWOVEN New York Office - R.C.A. Bldg., Rockefeller Center FOR STETSON 
At George Muse Clothing Co., Atlanta, Georgia California Office - Leamington Hotel, Oakland, Cal. At F. G. Playton Co., Detroit, Michigan 
n/t . BUT DO A BAG Jae 
e OR SCHICK FOR HICKOK FOR INTERWOVEN FOR WAMSUTTA FOR COOPERS, iNC. 






tM. O'Neil Co., Akron, Ohio At Colyer Co., Newark, New Jersey At Monnig’s, Fort Worth, Texas At J. L. Hudson, Detroit, Mich. At Boyd's, St. Louis, Missou: 
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"We are stressing more and more to our dis- 
play department that in addition to our promo- 
tional displays and our changing fashion displays 
that we wish them to study permanent displays 
that bear on arrangement of stocks and the 
proper handling of goods. . . . We are finding 

. that this is a more and more significant 
function of display departments.’'"—R. H. Rich, 
vice-president, Rich's, Inc., Atlanta. 


OUR NEXT ISSUE 


The June issue of DISPLAY WORLD will be 
big—and we mean big in every way with articles 
on every phase of display, by foremost authori- 
ties. Included will be one by Harry Eastham, 
Burdine's; a complete treatise on fluorescent 
lighting in display, by C. T. Masterson; novel 
display gadgets by Gerhard Herbst; complete 
1. A. D. M. convention program; and many other 
features, including those which appear regularly 


THE COVER 


Designed by Mrs. Helen Cole for Udall and 
Ballou, New York City jewelry firm, this lovely 
display seems to symbolize jewelry in all its per- 
fection. The metal window card bears the leg- 
end: "Pluck a jewelled blossom from the golden 
garden of King Midas."' Seven additional photo- 
graphs of Mrs. Cole's displays and an article 
outlining her ideas on display will be found on 
pages 4 and 5 of this issue. 
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Manhattan Parade 


By KATHLEEN RIVERS 
Worsinger Window Service, New York City 


Daylight saving time, with its lights 
longer evenings, was the cue for a burst 
activity on the part of Manhattan's disp] 
men, as suminer tashions sweep an intlux 
brilliant color into local shop) windows 
preparation for busy days ahead. With 
first prolonged interlude of balmy weat! 
the whole town seems bent on rushing 
ot doors—to dine under the stars on roott 
terraces or under the gay awnings of si} 
walk cafes ... to walk those endless, 
membered miles at the newly reop: 
World’s Fair... or dash off into the su 
rounding country for the first taste of ¢ 
simple life. For  entertainment—and 
struction—along less strenuous lines, t 
current exhibition of Persian art is the bi: 
gest attraction in town and a strong influ 
ence on the current fashion scene, and wit 
beach shops and tropical settings alread 
appearing here and there the current displa 
situation might be summed up with “never 
dull moment.” 

Display Director Irving C. Eldredge, k 
H. Macy & Co., injected a dash of homespu 
humor into a display of rustic fashions wit 
the presentation of a caricatured tarm 
mannequin and straw-chewing hired men 1 
all six windows ot Macy's Broadway stretcl 
\n example is seen in the first illustration 


Shrewdly appraising the fair visitors tron 


the big city from his own side of the split 
rail tence, one could almost hear the son 
the soil drawl out the show card comment 
“Tablecloths, by crackee! Put on my stor 
glasses and saw it myself!) Summer tolks 
skvlarking over to the south pasture 
\mantha’s kitchen tablecloths 

Flocks of hungry geese or litters of fat 
little pigs all cut out of a single flat piec 
of wood painted white and pink and gra) 
enhanced the humorous appeal — stress¢ 
throughout. Rounded side panels cover 
with reed matting provided the rustic back 
ground to the navy and white denims an 
red and white table cloth checks, the latte: 
pattern being interestingly repeated in_ th 
initial letter of the show card heading. Th 
floor was strewn with chopped brown cor! 
resembling freshly turned earth and a sott 
red glow was. diffused over the backwall 
from behind the panels. 

Kragile, lovely ladies such as Winterhalter 
painted might have stepped down trom thei 
frames to group themselves into a series « 
entrancing tableaux recently staged by [its 
play Director EK. L. Vollmer, of Franklin 
Simon. “Black Lace on White Organza 
billows into a romantic Apple  Blosson 
Spring—" was the title theme, the fou 
windows making a tie-in with Helena Ru 
benstein’s Apple Blossom fragrance whi 


—Upper left, by Irving C. Eldredge, R. H. 

Macy & Co. ... Center, by E. L. Vollmer 

Franklin Simon. . . . Below, by Howard Rich- 

mond, Bloomingdale's. . . . (All photographs 

by courtesy of Worsinger Window Service 
New York City) — 
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—Top and center, by Louis Villela, B. Altman. 
. . Below, two displays of Persian influence, 
by Tom Lee, Bonwit Teller— 


as sold during the week in a special booth 
st inside the main door. 
Flooded as though with moonlight, the 
rmal garden settings were completely en 
apport with the luminous white radiance 
the gowns standing out against the low- 
eved, imaginative blues and greens of the 
ainted backgrounds “ . .. accompanied by 
ace shawls, coquettish parasols, wonderful 
cture hats.” A small fountain of simu- 
lated white stone sends up a silvery jet o1 
vater in the terrace scene in the second pho 
tograph. The floor is composed of imita- 
tion marble blocks in light and dark greens, 
vith the white balustrades in the back- 
ground curving around a flight of shallow 
ide steps, only partly glimpsed. 
Whirling movement and color, as viewed 
hrough a veil of green netting stretched 
across the inside of the glass, launched 
Bloomingdale's exciting presentation 
“Cubanza Prints” by Conrado Massaguer, 
caricaturist. (Third illustra- 


oted Cuban 





a 
Dancing figures were painted in an < 
ated blend of tropical greens and blues ac- 
ented with vellow and red on the whit 

seamless paper background, these paintings 

f picturesque native scenes capturing 
nood of hghthearted gaiety depicted in the 
Nortul print motifs. Tropical vegetati 
of the country was used in protust 
Suspended trom the ceiling or placed cas 
tally here and there about the windows 
were great hands of ripening bananas 
sprouting long tronds of green crepe paper 

Shoppers attracted by this mysterious 
greenish glow invariably stepped in close to 
he glass tor a more than casual glance at 
merchandise—all of which bore such 
haracteristic names as Cuba Lane, Rhumba, 
uba Libre and the like. Several large 
ay cases on the third floor featured 
ese fashions in a tie-up with the windows, 
ind here some of the outstanding work « 
Massaguer was exhibited. To complete the 
gay atmosphere, recorded music in Cuban 
humba rhythm was played in the department 
it various intervals throughout the 
Howard Richmond, art director, supervises 
vindow display tor this store. 

For two whole weeks Altman's store lit 
rally became the garden spot of Fitth ave 
nue when Display Director Louis Villela 
conceived the inspired idea of having tl 
front bank of windows planted with actual 
growing grass, trees, and foliage that burst 
nto bloom in the hothouse atmosphere « 
Nate glass and window. spotlights. TT! 
success of the display was instantaneous, 
Tact it 


nanyv ce 


aught on to such an extent that 
lighted spectators returned to tl 
scene day afer day just to see how far tl 
rees had budded or merely “to watch tl 
grass grow.” 

Originally installed under the heading 
\pril-in-the-Country” the series was first 


Iven over to rustic fashion in tweeds ai 


orduroy and the tollowing week to “Cot- 
tons-in-the-Country’—the settings by this 
having budded and blossomed forth to 
ich a degree as to create an almost entire] 
ew and summery background for the gz 
[Continued on page 42] 
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Another Forward step 
In Jewelry Display 


By BARBARA BAER 
New York City 


Don't be alarmed if you start hearing tl 
word “tectonics” used with increasing fr 
quency in display circles. It isn’t as bad 
as it sounds. Whether or not they know 
what it means, all displaymen are employing 
tectonics regularly. 

Webster defines the word as: “The science 
or art by which implements, vessels, build- 
ings, etc., are constructed, both in relation 
to their use and their artistic design.” 
Really, it is not too far-fetched to include 
displays in the definition, for they, too, have 
a distinction between their use—which is to 
sell merchandise—and their artistic design. 
One type of display might be purely utili- 
tarian in character without pretense toward 
artistry; another might be just the reverse. 
Both such are unsatisfactory. When the two 
elements are combined, then the display is 
right—from a merchandising standpoint as 
well as being aesthetically pleasing. 

Since display daily is growing and expand- 
ing in scope, and since all growing profes- 
sions are constantly adding to their techni- 
cal terminology, it is high time that tectonics 
became a part of display language. Its 
specific application is demonstrated very 
readily in the strikingly lovely displays de- 
signed by Mrs. Helen Cole for Udall and 
Ballou—displays that surely deserve a place 
in the sphere of modern art. In these win- 
dows, if anywhere, display as a bona fide 
form of art is exemplified. Getting back to 
more prosaic things, the displays sold very 
satisfactorily as well. 

That the product displayed has profound 
bearing on the type of display employed is 
no new maxim among displaymen. But sel- 
dom has the special nature of the product 
been so carefully taken into consideration as 
has been the case with these jewelry dis- 
plays. 

Udall and Ballou, situated on the corner 
of Fifth avenue and 57th street, New York 
City, is one of the landmarks of 57th street 
—the Rue de la Paix of this city. It is like 
Carnegie hall, the galleries, Jay Thorpe’s- 
one of the places inevitably associated with 
this street. The old store front had a cer 
tain dignity, a rather old-fashioned air of 
importance. By the simple addition of a 
new front—which cut down the size of the 
two windows, one on either side of the door 
—Udall and Ballou gained beauty and dis- 


—These dramatic and beautiful jewelry dis- 
plays were designed by Mrs. Helen Cole for 
Udall and Ballou, New York City. The theory 
back of their charm makes very interesting 
reading and is given in detail in the accom- 
panying article. . . . The rays in the back- 
ground of the first display were of wood, and 
wood was also used extensively for the Easter 
display of stationery; the lilies were of lac- 
quered net. For the display of crystal in the 
lower photograph, bits of crystal served as 
properties— 





uct 
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tinctiveness for the store, and at the same 
time kept its dignity. The two little win- 
dows now glow against the gray front like 
two exotic jewels—and the passerby knows 
instantly that this is a jewelry store and an 
important one. 

That jewelry, small and = precise itself, 
must be displayed in small windows is not 
new. But Mrs. Cole and Robert Pichinot, 
who assists in the preparation of the dis- 
plays, discovered something novel in the 
treatment of this precious merchandise. We 
may call it “the problem of texttire.” That 
it is the problem of jewelry display will 
hecome more evident in this article. We 
may suggest, in passing, that it is probably 
an overlooked factor in most displays. 

In application, this means that in a jewelry 
display everything that goes into the win- 
dow must be either something against which 
the jewel will shine or glow, or it must 
have the same attributes as the jewel itself. 
In other words, it must set off the natural 
virtues of the merchandise or follow the 
idea they suggest, such as a massive setting 
lor machinery. 

Thus when Udall and Ballou were show- 
ng bracelets, clasps, and pins of gold, the 
tands upon which they were placed were 
overed with a dusty-hued velvet and the 
itther display objects, in this case a sun in 
me window and a star in another, were of 
glistening metal texture. When crystals 
ere the display subject, the window repre- 











—The plants in the underwater setting seen 
at the upper left had broad leaves so bent 
that they appeared to be floating. Small 
glass bubbles added to the realism of the 
scene, as did branches of coral, rocks, and 
oyster shells. . . . The wings in the display 
at the lower left were made of plaster and 
suspended from invisible wires. . . . Hands 
of different heights, plus the abrupt taper 
of the wooden block on which they rested, 
gave a striking impression of depth to the 
window seen at the upper right. . . . The 
final display was for "Old Masters," as de- 
scribed in the accompanying article— 


sented the sea bottom and crystal displayers 
were used. In the case of the recent Easter 
windows, the lilies were of lacquered net. 
In a window which displayed stationery, 
care was taken to avoid the glitter of a 
jewelry window. Instead, wooden sculpture 
Was used. 

One can easily see that in a small window, 
a jewelry window, where everything must 
be perfect, textural precision can become a 
necessity as well as a desirability 

\nother problem in precision has been 
that of the handling of space in these win- 
dows. Too often a small window is treated 
as an ordinary display case or counter dis- 


play. Mrs. Cole has authorized a use of 


space that is as tectonic as any larger archi- 
tectural problem. For example, in the Old 
Masters window, the problem of perspective 





is treated in a way Ucello or Fra Angelico 
would have approved. The depth of the 
windows as well as the fact that the floor 1s 
2 feet below the normal level helps in. the 
problems of space. 

To fit in with the treatment of depth, 
clever use of display forms has been em 
ployed. In the window seen at the uppe 
right, five especially designed hands, dimin 
ishing in size, were used. This was repeated 
in another display two weeks later by five 
doves which grew smaller in the same way 
in order to create the effect of receding into 
the distance. In this same display the beau 
titully shaped suspended platforms rising 
from the lowered base gives a floating effect 
and the manner in which the background 
is painted also increases the sense of pet 
spective. 

One of the most important aspects of these 
windows 1s the lighting, which is done by 
Faeder. Each new display is a new lighting 
problem to him—highlighting the platforms 
and the jewels and bringing an additional 
warmth to the final result. 

Mrs. Cole and her staff have brought to 
extraordinary sensitivity to 
color, spatial relationships, and form—which 


display an 


add to jewelry display a new beauty and a 
technique as flawless and precise as that ot 
the diamond cutter. 

Combining sheer artistry and utility, thes: 
windows represent display tectonics at its 
best. 
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Fiexible Display Schedule 
Prevails At Gimbel’s 


By EINAR LARSEN 
Gimbel Brothers, Milwaukee 






























taking it for granted that the reader will kinds of commodities—housewares, | fas] 



















not assume my system to be infallible or ions, notions, furniture, or any other. 
workable in their particular fields. How- Just as soon as one display front is 1 
ever, | have no doubt that some of the — stalled, the writer and = assistants beg 
ideas advanced here can be translated and = work at once on the next stretch. As fo 
adapted to fit some problems of other dis- our fashion windows in particular, we wot 
play departments. with scale miniatures. Each window is re 
Our first and major problem here at the produced to scale, even including merchat 
Gimbel Brothers store in) Milwaukee is dise, and the men who do the installatio: 
brought about by the highly promotional work from these models. The scale we us: 
merchandising policy of the firm. We work — tor these miniature layouts 1s 1'4 inches to 
on a schedule so flexible that we must be the foot. The use of models makes it pos 
able to put in a high-style fashion window sible for the writer to try three or fou 
on two hours’ notice—and a sale window — different effects, or three or four different 
on no notice at all. Therefore, the great 9 colors, and find out exactly which presenta 
majority of our display backgrounds are tion is most effective before beginning o1 






designed with the express purpose in mind the construction of the actual full-size 
of having them adaptable to almost any type window. 
of merchandise. L-very displayman is_ re- Another advantage of this system is that, 










quired to be proficient in the display of all working as fast as we have to, [ am not abk 












United 


States, regardless of size and volume, which 





Phere are no two stores in the 






face the same problems in the handling of 






their display departments—both from a cre 






ative and executive standpoint. Generalities, 





therefore, are dangerous and meaningless in 






attempting to draw up any set standard of 





rules and regulations for the operation of 





display departments, or in the formulation 






of any theories having to do with the plan 






ning of window displays. 
So in dealing with this topic I .shall 






reat only of subjects peculiar to the type 
of department I am handling at present, 





closely to supervise the displaymen as the) 
work and having an exact model ot the 
display against which to check the installa 
tion as it goes along, the possibilits of erro 








in the trimming of the window is almost 
nullified. 
Another of our major problems, and which 







I imagine is found in nearly every display 






department, is the relatively small budget 






on which we have to operate. In order to 
solve this problem, I try to have in my de 







partment men who are thoroughly qualified 





to do a certain amount of art work. Prac 






tically every fixture and property piece 1s 
built right here in our workshop, which 







Hitt 
rt 





oes 
pe bn a 5 —Note the large glass face and hands be- 
. NA ~s% : ig hind which the mannequin stands in the dis- 









play at the upper left... . Complete descrip- 
tions of the different displays by Einar Larsen 
are given in the accompanying article— 
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ilso. handles fashion sketches, lettering, 
sculpture, ete. 

I have found it a very advisable pro- 
edure to have regular meetings of the 
ntire staff of the display department in 
irder to discuss our work. This makes for 
more efficiency in organization, but is even 
more valuable because of its psychological 
ffect. These meetings establish a_ feeling 
of cooperation and create a desire among 
all the men to do a good display job. 

At these sessions, each stretch of win 
dows is discussed and suggestions are re 
quested from the display staff. These com 
ments are always given full consideration 
Should the displaymen agree three to one 
on a certain design, that is the one we 
follow—regardless of whose design it. its. 
We follow this rule on the theory that 
what appeals to the majority of tastes in 
our department will appeal to the majority 
of tastes of the shoppers who will see the 
display. 

Also I find it most advisable to work 
closely with the store stylist on fashion 
windows. It is natural that she is in closer 
touch with the fashion trends, and at the 
same time knows just what stock is in the 
store and available for display. This elimi 
nates planning a window around a certain 
theme and then discovering that the buyers 
are not in a position to furnish us with the 
merchandise, seasonable though it may be 

The stylist is also equipped to give us 
advance warning on a tashion trend of im 
portance, letting us know that within a 
week or so a certain type of window will 
be requested—in all probability even before 
the buyers themselves or the executive de 
partments are aware of the growing impor 
tance of this fashion. That knowledge is, of 
course, the stvlist’s job, and her furnishing 
us with this information gives us an oppor 
tunity to plan our window and have it ready 
on short notice when the request comes 
through. 

To this same stylist I relegate the respon 
sibility of seeing that all gowns are prop 
erly fitted to the mannequins, all color 
schemes are tashion-right, all fashion met 
chandise is correctly displaved to emphasize 
whatever particular feature is important in 
the story of the article in question. How 
ever, | can not stress too much the im 
portance of the displayman and the buyers 
themselves checking everything at regular 
intervals in order to insure that every indi 
vidual in the department is paving. strict 
attention to his duties at all times. 

The windows shown with this article aré 
typical examples of display here at Gimbel’s. 

\t the upper left on the opposite page is 
a rather sophisticated display in which a 
large glass face and hands convey a rather 
fantastic effect. The mannequin is placed 
behind the glass face. Some of the inter 


i¢@ market could be 


esting plastics now on t 
used nicely in such a treatment. 

Then comes a rather rustic setting with 
faceless figures poised on and beside a cury 
ing bridge, with birch trees in the back 
ground. 

Next is one of a series of “June is Gim 
hel’s Month” displays, stressing the store's 
fashion leadership. The mannequins in this 
window stand on slanted white flooring, 

[Continued on page 37] 
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\ la the census taker, we've been roam 


ing the streets of Los Angeles looking over 


current displays. The windows are colortul 
and carefree in their presentations. Barker 
Brothers is in the midst of a “Modes fot 
the Home” theme, showing the latest and 
finest in southland home equipment and 
furniture. The fact that Los Angeles ranks 
second in the nation as a furniture manu- 
facturing center gave ample opportunity tor 
displaying the most modern merchandise. 
Vacation time has also been welcomed and 
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Los Angeles Displays 
Have Diverse Themes 


By HERB CROSS 
"Dick" Whittington, Photographers, Los Angeles 


the windows reflect the fact with huge 
photo-murals of such local resorts as Del 
Mar, Lake Arrowhead, and Catalina. With 
the coming of summer, Palm Springs, with 
its style-making “freedom under the = sun,” 
leaves the windows, but the fashions. still 
remain in the spotlight. The San Francisco 
Worlds Fair, on an island dredged up from 
the sea and planted with the wealth of Cali- 
fornia’s richest gardens, has been portrayed 
with delicacy in many displays. 

One subject which has been kept promi- 
nent in local displays is that of apparel for 
the modern man at the desk. And as al- 
ways, the night clubs and the gay life of 
Hollywood help create the atmosphere tor 
Wedding windows 
also have a share in the spotlight. One 


evening wear displays. 


prominent store presented an eye-catching 
series of displays in which the location of 
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the marriage varied from the home, to th 
garden, to the church. National Baby weel 
claimed attention with numerous “hei 
raising” displays in which merchandise fo 
the infant was featured. 

James David Buckley, Saks-Fifth Avenu 
Beverly Hills, again came through with a: 
original series of windows in which. blu 
print dresses were featured. Buckley nev 
fails to slow the traffic on Wilshire boul 
vard with his enchanting displays. Th 
window shown here presents a blue print 
dress on the mannequin, while on the back 
ground is a copy of the original blueprint 
by which Saks’ elevator lobby was en 
gineered. The window card reads “A Saks 
original blue print against a blueprint of ou 
Saks original elevator lobby.” Peculiar to 
Buckley’s style of display, the print was 
carelessly torn as if little care was paid to 








attractiveness. It has been his handling 
of similar details that has enabled him al- 
ways to command the shopper's attention. 
The window was illuminated by a lumilin« 
lamp that is purposely kept prominent in the 
display. The light from the lamp was blue, 
to work in with the blueprint theme. The 
mannequin is holding the light cord, while 
the usual display reaction would be to hide 
it as much as possible. The accessories in 
the window were a fur coat, thrown care- 
lessly across the base of the lamp, jewelry 
hung on the numerous knobs, and a_ purse 
and gloves. 

Harvey Pettit, J. W. Robinson Company, 
has made one large window into four 
smaller ones for the purpose of showing 
accessories to better advantage. In_ this 
window (second picture) shoes and gloves 
are featured. This idea has had a favorable 


—Upper left, by James David Buckley, Saks- 
Fifth Avenue, Beverly Hills. . . . Center, by 
Harvey Pettit, J. W. Robinson Company... . 
Left, by Carl W. Ahlroth, The May Company. 
. . . (All photographs by courtesy of "Dick" 
Whittington, Photographers, Los Angeles)— 
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—Top, by J. Roy Stewart, Barker Brothers... . 

Center, by Harvey Pettit. . . . Below, from a 

well-known store which chooses to remain 
anonymous here— 


reaction from the public. This series pre- 
sents white with bright accents, lighted from 
ibove. The window staples are simple cloth 
eaves. 

Wedding bells are begining to toll their 
springtime tune of romance and local dis- 
plays are telling the story very realistically 
with presentations for the bride and groom. 
The May Company had a very pleasing 
group of windows by Carl W. Ahlroth de- 
picting marriage in the home, in the garden, 
and in the church. The windows were at- 
tractive because of their naturalness. The 
backgrounds were complete even to the most 
insignificant detail. The home scene was 
pictured in a living room, while the garden 
scene had flowers and outdoor furniture to 
place the setting. The window card in the 
display pictured here reads “She was mar- 
ried in a church—a picture bride in pink 
net.” The background shows an entrance to 
a picturesque chapel, complete with steps 
and shrubbery. The church front was 
painted in two planes to give depth to the 
interior. Two mannequins were attired as 
a bride and as a bridesmaid. The window 
was illuminated with a subdued light. In 
this same wedding series were several win- 
dows given over to the mothers of the bride 
and groom. 

The first window on page 11 is from 
Barker Brothers and was designed by J. Roy 
Stewart who devoted quite a number of his 
displays to the promotion of “Modes for the 
Home, 1940." This promotion was begun by 
a public preview heralded by trumpets and 
bright lights, and was the stores’s partici- 
pation in American Home week which was 
observed throughout the nation April 3-10. 
This illustration shows how traditional de- 
signs can be adapted to modern needs with 
little expense. Stewart has several trick 
windows which he uses whenever the oceca- 
sion demands. In one corner window the 
Hoor can be raised and lowered at will, not 
by an elevator but by removing several 
layers of false flooring. If a demand arises, 
he is also able to remove the window 
divisions and have the scene continue 
through as many windows as desired. At 
present a living room. scene’ is carried 
through two consecutive windows. 

The second window illustrated on page 11 
Was one of a series of three corset displays 
shown at the J. W. Robinson Company by 
Harvey Pettit. They attracted considerable 
attention because of their interesting tie-up 
with building and engineering. One win 
dow showed “Construction,” another showed 
“Development,” another “Firm Foundation.” 
Feminine charm was presented in all thre« 
stages. The window called “Construction” 
presented corsetry for the  sophisticate. 
The merchandise was hung from wooden 
girders, block and tackle, and similar 
contrivances. To complete the setting a 
blue-print was placed on the background. 
\nother window was called “Firm Foun- 
lation” and showed corsetry for the ma- 
ture woman. The floor of the window 
ippeared to be a genuine house foundation 

[Continued on page 47] 
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Institutional Story Is Told 
Ey Anniversary Promotion 


By ADRIAN DELSMAN 
Frederick & Nelson, Seattle 


11 


plans 
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Were 


id 


for the 


& Nelson's 


problem was the selection 


he 
only \ 
if 


needed 


the 


as 


which would 


it 


past 


fiftieth 


Ce ke bra 


all 


desirable 


fitts 


\¢ 


al 


tT 
te 


re 


used in displays and 


simplified modern version of the traditional 


wheel of progress upon which was_ super- 


imposed a modernized wing to indicate the 
flight of time. This design, carried out in a 
ot ot 
sott 
in 


2 Id 
blue, 
media 


colot scheme varied shades 


and shade of 
different 

and in many cases was backed by the shield 
for 


It was also imprinted on all of the 


bronze a medium 


was developed several 


which vears has been an insignia of the 
store, 
merchandise cards used throughout the store 


tion 

window — displa 
were planned and installed to commemorat 
this important event, but the climax was 

the month of April when the 
consisting of twenty-eight windows, 
voted to the anniversary. Although a 
promotional was 
the 
of newspaper space being used to 


during the golden anniversary prom 


Several institutional 


entire fron 
Was ce 
stro) 
campaign carried out 

ll page 
start tl 
campaign on the first of April—no merchai 


store’s advertising—fifty-six fu 


growth and advancement 
Northwest 


a 
» 
Paciti 


organization 


merchandis 


Phe design, created by the display division 
the store, to achieve this effect was a 

the windows, except to 
illustrate the contrast of old and new. 


There 


dise was shown in 
three large corner windows 1 
the store front. The first of these presented 
a portrayal of Frederick & Nelson's building 
for the future and is illustrated at the lowe: 
right 13. 


on 


are 


on page Before golden tabric 


and 


a 
background a golden carpeted flooi 
a large reproduction the anniversat 
motit shown as a cornerstone. The 
large blocks of stone, the blocks and tackle 
and even the trowel and mortar of a corner 


Ot 


Was 


stone-laying ceremony were finished in gold 
On of this 
two figures in authentic costumes of 
on the other 
1940, 

The 


bronze. one side window wert 


1890; 
side were two smart suits ol 


second corner window was planned 


—The wheel of progress and a modernized 
wing to symbolize the flight of time made up 
the motif selected by Frederick & Nelson for 
the store's Golden Anniversary promotion. .. . 
An indication of the interior treatment is given 
by the illustration at the upper left. . . . Cen- 
ter, the white ''shadow'' of the shield is made 
up of 5,000 fresh daffodils. Left, the 
birthday cake window— 
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—One series of displays portrayed the services 
of the store. A typical window in this group 
is seen at the right... . Other displays showed 
the contrast between the apparel fashions of 
1890 and 1940. . . . One big corner window 
showed golden building blocks, corner stone 
trowel and mortar to symbolize Frederick & 
Nelson's building of the future. . . . Adrian 
Delsman is display manager for the firm, with 
J. T. Sjursen in direct charge of windows and 
J. A. Berney in charge of interior display— 


to illustrate Frederick & Nelson's participa 
tion in the civic enterprises of this territory 
and was especially tied up with the Daffodil 
festival being held in the neighboring com 
munity ot Puyallup. The enormous motif. 
including the store’s shield, was suspended 
before a sky-blue background. Imbedded in 
a grass tloor, and banked on either side with 
masses of laurel, was a huge shadow of the 
shield, composed of 5,000) fresh daffodils 
This display 1. pictured on page 12. 

The third corner window, also illustrated 
12 


on pag had a background and floor ot 


eold. The principal object contained in the 

window was a tremendous birthday cake, 

rising trom a heap of spun glass which 

was illuminated from within with = gold 

colored lights. The cake was , elaborately 

decorated with many scenes of the 1890-1940 
and held fifty golden candles. The 
m either side showed the contrast in 
ing apparel of the two periods. 


ne street bank of six windows was 

to show the development of important 
services. Included in these displays 

were the delivery, mail order, telephone, and 
credit services (the display for the last 
named being shown on page 13), as well as 
the store personnel and the store building 
facilities. The plan of each of these win 
lows was centered around a large book. On 
he lett-hand page were sketches and copy 
howing the growth of the service. On th 
ight page was a large sketch and copy 
portraying the service of today. A silk rib 
ion bookmark was lettered in gold tor each 
wok, the wording being “Fifty Years of 
’rogress. On either side were photographs 
nd exhibits of various materials pertaining 
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to each service. Typ il 
Personnel—1890: the first emplovee 


*k & Nelson was Mr. S. H. ¢ 
Bellingham and still 

to ‘the old stor ~ L9V0: or 

ing store required more employees 
of whom are still active in the 

1910: greatly increased busi 


store space and added services supplied em 


ployment for hundreds: Itv-e1g who 


were here then are. still 


Nelson.” The copy Continue 
stages of development and conclud 
“1940: today 1,675 Frederick & Nels 
members serve vou—every one of wl 
wen selected with care 
standards set fittv vears 
courtesy. 
The remainder of the 
example of which is seen 
ation on page 13, shows 
1890) and 1940) period 
house turnishings In tl 
window the Anniversary mot 
2 om tront 


position, was hur 


the standard shade ot 


| ¢ ontinited 
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State Street Revels 
In Burst Of Color 


Despite the 


the May sat 
and tur coats were playing a return engage- 
State street at the month’s begin- 
local displaymen kept their chins up 


fact that Chicago's Queen oi 
upon a snow-sprinkled throne 
ment on 
ning, 
and mannequins wore flowers in their hair. 
blizzards, the must 
Never has there been 


Come sun, come show 


. and does! 
appealing: presentation 


a more universally 


a gayer, more colorful extravaganza 


than 


the current polychromatic plate-glass 
prelude to summer. Themes have been col 
lected trom all parts of the May calendar. 
Spotted through the first fortnight have been 
inspirations centered 
about May day, Mother's day, the Kentucky 
Derby, and Memorial day 
too, is already being featured and there are 
June brides, the 
“big tent,” vacation time, and just plain fun. 
presentations at local the 
motifs for 
exhibits. In all, the 


any number of happy 
Commencement, 


definite hints concerning 


Certain dramati 


atrical houses have furnished 


clever fashion Loop 


and near-north shops offer a real variety 


show with something for everybody and no 
extra charge. 

Bond Clothing exploited the 
Derby Day theme with no little success. A 


white wood structure simulating a stall was 


Company 


erected at the rear center of the window and 
the opening 
“Derby 
white 


a horse’s head gazed out of 
streamer reading 
May 4th.” A 


atmosphere to this 
presentation 


beneath a 
Day 


PAVE 


papel 
Saturday, fence 
simple but ex 
well executed 


tremely featur 


ing three men in sports suits. An arresting 


assortment of wearing apparel graced the 
plot The 
is reproduced in the first illustration. 


“Match Your Make-up To The 


betore the fence. window 


grass 


Spring 


By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


New 
head in a recent cosmetic window of Mandel 
featuring Lucien Lelong products. 
Constance Christen is display 
Behind a stair-stepped collection 
of miniature figures in round-the-clock cos- 


Spring Colors,” advised the streamer 
Brothers, 
manager for 
the firm. 


tumes, standing on pedestals of transparent 
words “Pif Paf Puf” and the 
were silhouetted against the neutral 
panel. A line-up of filled cosmetic 
kits in varying shades and patterns marched 
across the front of the window. At center a 
circle of the cosmetic kits occupied the fore- 


plastic, the 
price 


back 


ground. The display is shown on page 14. 


Effective plea for color harmony was prt 
sented by G. C. Bowen, display director fi 
The Hub. One of the store’s front window 
(not pictured) was divided into twin panels 
The right panel, captioned “Be a Colortu 
Woman,” featured “flattering fashions i 
beautiful rose Two mannequins 
clad in soft stood at eithe 
side of a large cut-out wooden sign painte 
reading “Dusty 
foot-high letters mounted on the topmost o1 
three wood strips representing rays emanat 
The hali 


exposed to view, bore pie-shaped color sam 


tones.” 
rose costumes, 
and Rose” 1 


rose € lor 


ing from a revolving disc. disc, 


ples in shades of pink, rose, and lavender 
A companion wheel displaying blue, green, 
and sand nav) 
revolved in the left hand panel and in front 
ot each wheel was a 14-inch mannequin in 
Two 


rose, accessory shades tor 


action pose, wearing sports apparel. 
navy and white-clad models in the left panel 
carried out the hand lettered 
“flattering fashions in beautitul blue tones.” 
Both panels carried an assortment of cos- 
displayed on 


suggestion, 


tume accessories attractively 
S-shaped white wooden standards or 
tered about the carpeted floor. 

An interior tableau in the boys’ depart- 
ment at The Hub brought commendator) 
comment from many. Advocating “Color is 
the theme for Spring” by means of a painted 
board sign hanging on a leaning guide post 


scat- 


entwined with climbing morning glory vines, 


—Derby Day was the theme of the Bond 
Clothing Company window pictured above.... 
At left, by Constance Christen, Mandel Broth- 
ers. ... (All photographs by courtesy of Fred 
Kuehn, Photographers, Chicago— 
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the circular set featured two youthful man- 
nequins in tweed and checked suits. A grass 
mat added a sylvan note and the piece de 
resistance was a wooden burro with a rav- 
eled rope tail and an appraising eve. The 
display is pictured on page 15. 

Capitalizing upon the current comedy hit, 
“Lite With Father,” now playing in Chicago, 
J. W. Campbell, Carson Pirie Scott & Co., 
obtained a backstage effect by using the 
wrong sides of stage flats as a background 
setting. The title of the play appears sev- 
eral times in crude lettering upon the flats 
and here and there identification numerals 
lend a_ realistic note. Glossy prints of 
Lillian Gish and Percy Waram and others 
in the cast and a poster advertising the pro- 
duction partly concealed an old-fashioned 
trunk standing at right. Clothes on hangers 
were pegged against the back wall and sus- 
pended from a stepladder, accessories occu- 
pied a spot well toward the front, set off 
by more photographs. At left, a mannequin 
dressed in the period of the 1880's surveys 
the set. Two posters are addressed to 
careerists. One reads “Miss Lillian Gish, 
starring in ‘Life With Father,’ selects this 


wardrobe for a successful Kitty Careerist.” 
Miss Gish recently spoke at a fashion show- 
ing sponsored by the store at the dinner 
hour, furnishing a splendid tie-up’ with the 
display pictured here. 

Campbell was responsible for another 
traffic stopper, a display featuring Beauty- 
rest mattresses. Against a flowered back 
panel bordered with crisp white ruffles a 
plutocratic mannequin is frankly enjoying 
breakfast in bed, her toes snugly tucked 
beneath a satin-covered down comforter. 
End tables bearing rococco table lamps com- 
plete the furnishings except for a modern 
picture hanging on the left wall. Two mat- 
tresses are upended on easel frames for in- 
spection. A poster reads, “Change with the 
Spring to Simmons Beautyrest.”’ The dis- 
play appears on this page. 

Che tollowing displays are not illustrated: 


—Upper right, by G. C. Bowen, The Hub... 
Above and at right, by J. W. Campbell, Car- 
son Pirie Scott & Co.— 
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At Maurice L. Rothchild’s a small window 
featuring girls’ and women’s play togs was 
attracting considerable attention during the 
early part of the month. Upon a mossy 
bank reclined a slack-suited playgirl while 
her companion, similarly dressed, lounged 
in the background 
suits, blouses, and other outdoor accoutre- 


Sports slippers, play 


ments were scattered over the grassy floor 
and atop several mossgrown stumps and 
logs. A hand-torn poster of eggshell paper, 
showing a golf girl done in black water 
color, carried in arresting red letters the 
words “Everything for Fun.” A) smallet 
poster up front repeated the message. 
Timely and well done was the Mother's 
day window presented by Ray Bianchi, 
Goldblatt Brothers State street store. Cen 
ter of interest was a gilt framed drum of 
white cloth, with a shadow silhouette of 
“somebody's mother” inside it. set off by 
illumination. Phe 


formed of mauve paper with a floor bordet 


concealed cyvclorama, 
of scroll-cut composition board painted a 
dusty pink, was festooned with white silk 
Floodlights trom 
offstage played upon the scene. 


cord and heavy tassels. 
\ doorway 



















































































































































































































































































































































opening at the rear was curtained with sheet 
white material, also used to drape a series 
ot step-up circular display plattorms, pinl 
in color. The window contained a wide as 
sortment of suitable gitts and a gilt backed 
poster in the form of an open book pro 
claimed, “Mother's Day, May 12 On He 
Dav of Days Select Her Gift at Goldblatt’s.” 
Goldblatt’s is still making use of its n 
ing platform, is showing another parade ot 
fashions this month climaxed by a complet 
bridal party on the way to the altar. Model 
appear at the door on extreme left and prog- 
ress slowly to the door on the far right, , 
disappearing behind the set. 


Lieberman Leaves 

Rich's, Atlanta 
For many years display manag 

\tlanta 

His plans have not vet been made 


Rich's, Kdgar Lieberman has 


signed 


known. The department is being operated 
by the present staff, with no announcement 


as to whom will head it in the tuture. 
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kAJ.D.M. News 
By JOHN L. KING 
Managing Director, Washington 

Plans r the educational and entertain Brothers, South Bend; Oscar Lee, president, eaard & Asscciates, Inc., Chicago; W. \ 
ment grams for the forty-third annual Crystal Fixture Company, Chicago; Erwin Gardner, president, Gardner Display Cor 
convention of the International Association \. Hiffman, chairman of the board of di- pany, Pittsburgh George Wheelwrig! 
of Display Men, to be held at the Hot rectors, St. Louis: Joseph Apelinsky, Love- | Polaroid Corporation, Cambridge, Mass 
Statler, Detroit, June 24-27, have progressed = man, Joseph & Loeb, Birmingham; Carl V. 9 Jack R. DeBacher, sales manager, Spee 
iar enough to make possible the statement Haecker, Montgomery Ward & Co., Chi- way Manufacturing Company, Cicero, II] 
that the 1940 convention will) undoubtedly cago; Herschel Lutes, merchandise man Bert Zahn, sales manager, Graphic Art 
be the best vet to be held. Members of th ager, the J. L. Hudson Company, Detroit: © division, Sherwin-Williams Company, Cleve 
variou mumittees of the Detroit club have — Victor W. Sincere, president, Frank & Seder, — land. 
been working hard on all phases of the con Detroit; Albert Bliss, president, Bliss Dis- The plans for the entertainment of del 
vention, and final details are now being — play Corporation, New York City; C. M. — gates are practically completed, calling for 
roned out Cutler, General Electric Company, Cleve- get-together party, moonlight boat rid 

\ctual display demonstrations of many land radio and theatre night, annual banquet and 
kinds will be interspersed with talks by some W. L. Stensgaard, president, W. L. Stens- [Continued on page 45] 

the foremost authorities on display, thus 
making the educational sessions of actual, 
tangible value—literally a post-graduat 

muuirse in display. The complete program 
will be tblished in the June issue of DIS 
PLAY WORLD, but in the meantime th 
following highlights will) give” prospective 
delegates an idea of what to expect in 
Detroit 

Among those who will address the con 
vention or give actual demonstrations in dis 
play practice are: George Westerman, Th 
Comme ealth Southern Corporation, Jack 

Mich.: Frank Bingham, Robertson 


—At the right is a group of Cincinnati men at 
the first of a series of meetings designed to 
stimulate interest among local displaymen in 
the |. A. D. M. convention scheduled for De- 
troit next month. Seated, left to right, Stan 
Holly, display consultant; R. C. Kash, ed.tor, 
and Nathan Silverblatt, secretary, DISPLAY 
WORLD; Frank Behrens and Lawrence Reisen- 
beck, Alms & Doepke. Standing, Al Bankem- 
per, The Paris; William Arinow, Shillito's; An- 
thony Brinker, Leed's, Inc.; Cogswell Cromwell, 
The H. & S. Pogue Company; Howard Wil- 
liams, president, Co-Operative Displays, !nc.— 
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—Final plans for the annual |. A. D. M. con- 
vention were discussed by the group at the 
left, most of them heading committees of the 
Detroit Display Club, at a meeting on May 2 
at the Hotel Statler, Detroit. Bottom row, left 
to right: H. R. DeVol, Art Products Company, 
entertainment; Walter A. Grover, The J. L. 
Hudson Company, photograph contest; O. A. 
Luke, The J. L. Hudson Company, arrange- 
ments and decorations; Ralph D. Johnson, The 
J. L. Hudson Company, assistant convention 
chairman; William Toll, Sam's Department 
Store, reception; Miss Alice Pawson, assistant 
official secretary. 


Center row: Harold Schultz, Baumgartner's, 
finance; John T. Chord, Ernest Kern Company, 
demonstrations; Frank E. Whitelam, R. H. Fyfe 
& Co., speakers; S. N. Clark, Dowler's, Ltd., 
Windsor, Ont., vice-chairman; Donald A. Fer- 
guson, S. L. Bird & Sons, convention chairman. 


Top row, J. S. Jacksie, Art Products Com- 
pany; Edward Wittmer, The J. L. Hudson Com- 
pany, reception; Bert Van Dorn, Display Serv- 


ice, reception; Morgan A. Parker, Hickey’s, 
official secretary; Arthur A. Hansen, Hansen 
Studios, membership; R. C. Kash, editor, 


DISPLAY WORLD. Several committee 
heads and assistants were not present when 
the photograph was made— 
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YOU CAN MAKE THIS DELIGHTFUL SUMMER APPAREL OR FURNITURE BACKGROUND OUT OF I ROLL OF 


pg =: 


JEFFERSONIAN BRICK 








Nodeam 


9 FEET WIDE BY |]8 FEET LONG 
THIS JEFFERSONIAN BRICK is made by hand and reproduces 18th 


Century American brick found at Monticello and the University of Virginia. 
& This brick 1s made after a formula discovered in an old brick kiln in Jamestown, 
Virginia, & The pink terra cotta color and texture found in the original mortar 
was the result of an oyster shell mixture together with the sand, white cement and 
superfine lime. 2 The courses were laid in Flemish bond. As a result of this 


research — our JEFFERSONIAN BRICK MNoeeam iis 1 back— 


ground medium of good taste and authentic traditional beauty in color and texture. 


Sold by DISPLAY ACCESSORIES, 5 W. 36th St., N. Y. C., or BLISS 
DISPLAY CORP., 460 W, 34th St., N.Y. C.,0or YOUR LOCAL DEALER 
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Transforming A Drab Corner 


Into A Jportswear shop 


\ few weeks ago one of the rear corners 
of the second floor of our building was 
chiefly noted because it served as the loca 
tion for the “Will Call” department. Nat- 
urally it was not particularly colorful; it 
might even be said to have been a bit drab 

\bout that same time the need tor special 
dramatization of men’s sportswear began 
making itself felt and it was decided that it 
might be possible to kill two birds with one 
stone—have an attractive interior setting for 
sportswear and brighten up that end of the 
floor 

\s one approaches this corner today he 
sees, first, an entrance decked over with a 
bright awning and bearing the silhouetted 
cut-out letters “Sportswear Shop.” Flanking 
the entrance are two built-up display plat- 
forms, one holding a colorful Mexican and 
cactus done in homosote, the other a sports 
coat, the form for which rests on a= rustic 
base The glimpse of the room within indi- 
cates that it, too, has plenty of color and 
it seems personal and cozy \s a matter ot 
fact, the doorway seemed a bit too small; to 
correct this we installed a mirror on each 
side of the doorway and the reflections of 
the scene within make the entrance appear 
wide These full-length mirrors, by the 
way, have a slight tint to the glass in orde 
to get away from the cold reflections of the 
ordinary mirror. 

Once within the shop, the visitor sees 


sportswear displayed on well-lighted racks, 


with featured merchandise given more 








By W. J. ALKIRE 
Raleigh Haberdasher, Washington 





—The entrance to Raleigh Haberdasher's 
Sportswear Shop is topped by a gay striped 
awning, supported by bamboo poles. The 
built-up display platform on one side sup- 
ports a coat form resting on a rustic base; 
on the other rests a Mexican and cactus, 


made of homosote— 


Pal - - 








prominence by being mounted on fornis 
within wall niches which are brightly illu- 
minated. The Mexican motif is carried tur- 
ther in the gay backgrounds—burnt orange, 
desert-glow yellow, and oasis blue are used 
throughout and act as a perfect foil for the 
sports apparel. The ensembles, slacks, and 
jackets are grouped for quick, easy selection 
and colors are clearly seen in the daylight 
fluorescent lighting. 


It should be mentioned, too, that the “Will 
Call” desk is still retained—occupying a 
relatively small amount of space along the 
wall to the right of the entrance. The addi- 
tional traffic caused by having the desk in 
this department is not large, of course, but 
men waiting for their packages are brought 
into very close contact with attractive 
sportswear, intimately displayed, and it is 
not unreasonable to think that many addi- 
tional sales are made in this way that would 
otherwise never be consummated. 


Sportswear has come to have an ever in- 
creasing part in the life of the average man 
and he is naturally regarding it as having 
greater importance nowadays than ever be 
fore. It is only logical, therefore, to drama- 
tize it effectively through the use of interior 
settings of this nature, as well as in the win- 
dows. The colorful nature of the merchan- 
dise makes it easy to construct a_ special 
interior display which not only brightens up 
the section of the store, but adds very mate- 
rially to sales. 
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Here's the answer to the display man's dream: STAGE-CRAFT—a 
new pre-colored board that will lower your per unit cost of display. 


Available: (A) in standard units of original, striking design; (B) in specially fabricated units to meet your individual 
requirements; (C) in sheets or rolls with which to build your own units . .. any way you buy, you get a tremendous 


EXPANSE of display at LITTLE EXPENSE. 


Standard, adjustable, STAGE-CRAFT Arch units are employed to 


group large appliances inside store or to provide entrances to 
various departments. 


CROSLEY 


Standard, adjustable, STAGE-CRAFT Arch units are used as deco- 
rative display pieces to frame merchandise or provide effective 
valances in department store windows up to 16 ft. in width. 


An inexpensive group of STAGE-CRAFT Pedestals and STAGE- 
CRAFT Steps, to display accessory merchandise—answers the need 
for VARIETY in window trim. 


White or colored, Standard STAGE-CRAFT Board is easily and 
effectively used to build entire window background without addi- 
tional support; no nails or lumber necessary. 


STAGE-CRAFT is the miracle display board that will give you more square feet of color for your money than 
any other medium—a tremendously flattering, eye-catching background for your merchandise. Write for 


information regarding standard units, specially fabricated quantity units, and stock sheets and rolls (obtain- 
able from your local jobber or in case lots from Cincinnati). 


CO-OPERATIVE DISPLAYS, Inc. 


327 E. Eighth St. STAGE-CRAFT DIVISION Cincinnati, Ohio 
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—We present herewith another group of six men's wear displays, each 
designed by a different displayman and each proven in sales results... . 
Left column, top, a Father's day window by A. J. Ritter, The B. R. Baker 
. . Center, by Les Blei and Guy Wolcott, Nebraska 
Clothing Company, Omaha—winner of third prize in the Hickok contest. 
. . » Below, by W. L. Wardrip, Hahn & Co., Washington, D. C. . . . Right 


Company, Toledo. . 





a 


se 


column, top, by Hugh C. McWilliams, Hutchins Brothers, San Antonio; 
the faces were made of balloons and paste and cardboard; each was 
. . Center, by V. M. Curto, J. C. Penney 
Company, Lansing, Mich., who apparently is ready to ‘draw three" to 
. . Below, by William E. Mixon, Kresge Department 


given a different expression. . 


his pair of openers. . 
Store, Newark— 
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Upper left: One of the attractive plywood win- 
dow display fixtures used recently by Zell 
Bros., Portland, Ore. 

Upper Right: The base of this smart. stream- 
lined Foster & Kleiser painted panel is 
weatherproof EXT-DFPA. 

Left: The beautiful interior walls and ceilings 
of Luepke’s Florist Shop in Vancouver, Wash.., 
are built of Douglas Fir Plywood. 
Above:This unique plywood background was 
built by P. J. Sandman for Bycks Bros., Louis- 
ville, Kentucky. 


are jobs Douglas Fir Plywood does better ! 


New Display Manual shows dozens of uses! Write for your Free copy! 


@ Douglas Fir Plywood is rapidly becoming the 
display man’s favorite material. It is real lumber 
made larger, lighter, stronger. It works easily 
with all tools... 


is split-proof .. . can be bent 


to pleasing curves . . . takes any finish. It stands 
loads of use and abuse . . . can be salvaged many 
times and re-finished repeatedly. 

The wallboard grade, PLYWALL, is the most 
popular for interior display work. The exterior 
grade, EXT-DFPA, which is made with water- 
proof glue, is being specified more and more for 
all types of permanent outdoor work. Your 
lumber dealer has Douglas Fir Plywood in a 


variety of sizes, thicknesses and grades, and each 


panel is “grade trade-marked” to make ordering 
and identification easy. 

A book written especially for display men by an 
authority in the display field, Mr. A. E. Hurst, 
has just been published and is available free of 
charge. It is called “How Your 

Store Can Use Douglas Fir Ply- 

wood,” and is full of ideas, 

suggestions and pictures that 

you will find helpful every 

day. Write for your copy 

now. Douglas Fir Ply- 

Tacoma 


wood Assn., 


Bldg., Tacoma, Wash. 
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pecial Occasions Demand 


Special Show Cards 


These show cards run the gamut trom 
lacy “doodads,” symbolical of feminity, to 
bold masses of color, which have a definitely 
masculine flavor. Such ornamentation is in- 
tentional, of course, in view of the special 
occasions for which the cards are designed, 
as seen in the illustration. 

Not alone does the illustration on a card 
establish atmosphere in the mind of the 
shopper; the general treatment contributes 
no small amount to the effect. Show cards 
can be compared to a complete display: the 
message is the merchandise, the illustration 
is the dramatized background, and the deco- 
rative treatment performs the same function 
as the various properties used in a window. 

Hence it becomes very important to keep 
in mind the type of promotion for which the 
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FATHERS 
SUNDAY JUNE.I6. 
Gwe dada ” 
eau Btumme| 


By WILBUR SHRIDER 


The A. E. Starr Company, Zanesville, Ohio 


card is created, as this factor will influence 
the colors to be used, the type of lettering, 
the layout, illustration, and general atmos- 
phere. 

Bold lettering was the choice for the 
“Remember Father’s Day” card, for its mas- 
culine value. The head was done in a solid 
dull blue, relieved with gray highlights. The 
tie is blue and white striped. The principal 
lettering was in black with secondary word- 
ing in a dark gray. The decorative panel 
at the left was done in a gray-blue. 

“Gilt Special for Graduates” is the title 
of the next card, the modified Old English 
lettering making a nice tie-in’ with the 
scholastic nature of the event. This word- 
ing was in black, weakened by a light gray 
stripe in order to keep the lettering from 







DAY 


I Pee a toe > 6 


ee 


— 


* 


appearing too bold. The face was done i: 
dark and light blue. These same shade: 
were employed for the remainder of th: 
card, the ribbon being a dark blue and thx 
diploma in a lighter hue of the same colo: 

The words “I Do” were lettered in black 
relieved with old-fashioned ornamentatio: 
in gray. The center panel outline was in a 
shade of orchid. The head was done in 
dark green lines, with the veil in’ orchid 
The floral decoratives were in_ natural 
colors. 

The final card, “King for a Day,” had 
bold black lettering for the principal words, 


the remainder being in dark gray. The 
shield was done in dark blue, outlined on th 
inside with gray. The diagonals were don 


in gray-blue. 
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Display Club Formed 
In Bakersfield 

The displaymen of Bakersfield, Calif., at a 
recent dinner formed the Bakersfield Dis- 
playmen’s Association, with Dick Webb, 
Harry Coffee’s, as president and Eddie Gold- 


stein, Brock’s, as vice-president. Webb has | 


announced the appointment of the following: 


secretary, William Stewmon, Valley Office | 
Supply; publicity, Galen Palmer, L. W. | 


Lowell's; civic affairs, Dave Chernis, Har- 


rison’s; designing, Dale Smith, Sears Roe- | 


buck & Co.; research, James Gentle, Weill’s. 

According to Victor Wessel of the pub- 
licity committee: “The club is novel in that 
there are only two elective officers, the 
chairmen of the various committees being 
appointed by the president. The chairman 
of each committee then selects two members 
to assist him. The aims of the B. D. M. A. 
is to be of assistance to the local Chamber 
of Commerce in the planning of such events 
as spring and fall openings, Dollar days, 
Christmas street decorations, etc. By form- 
ing the B. D. M. A. we felt that, as a group, 
it would be easier to secure representatives 
of manufacturing firms to speak at our 
monthly dinners, thus helping keep abreast 
of the rapid changes taking place in the dis- 


play field. Anyone interested in receiving | 


a copy of our plan can do so by writing 
Galen Palmer, L. W. Lowell's.” 


Kenneth Duncan Joins 
L. A. Darling 


The L. A. Darling Company, Bronson, 
Mich., has announced that Kenneth W. Dun- 
can has joined the organization as sales rep- 
resentative in charge of the Darling Travel- 


ing Showroom, formerly handled by Robert | 


C. Bradhurst, who was killed in an automo- 
bile accident last February. Duncan _ re- 
signed a short time ago as display manager 
for The Boston Store, Milwaukee, with 
which firm he had been for five years. More 
recently he had been with Bliss Display 
Corporation, New York City. In the past 
he had been with E. W. Edwards & Son and 
the William Hengerer Company, both ot 
Suffalo. 


Jerome Walter Wins 
Local Contest 

First prize in a local contest sponsored 
by the Greater New York Furid has been 
awarded to Jerome E. Walter, The Namm 
Store, Broklyn, for a display urging con- 
tributions to the charitable organization. 
Second place went to L. Warren Brooks, 
Ludwig Baumann, and honorable mentions 
to G. B. Dages, Oppenheim & Collins; 
Arthur Waldron, Frederick Loeser & Co., 
Inc., Eugene Podell, Martin's, Inec.; and 
John A. Rosenberg, Abraham & Straus—all 
of New York City. 


Special Poster 
For Swim Week 


In connection with the fifth annual Na- 
tional Swim for Health week, to be con- 
ducted during the week of June 24-29, dis- 
Playmen are being offered a special display 
Poster. Complete details can be secured from 
Martin Stern, Swim for Health Association. 
1-2 East 42nd street, New York City. 
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Shoppers can't 
resist the fresh, 
cool appeal of 
Mitten’s famous 
three-dimension 
letters. << <x 


—————EEE 











+x Mitten’s free LOS ANGELES DISTRIBUTORS 


catalog is your we LOR SALES CO. aso cast ara street, va. 


modern avenue NEW YORK DISTRIBUTORS 


to greater profits. % BRANSBY and HEWITT 


Send for it today. 1600 BROADWAY + NEW YORK CITY 
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Display Merchandising .. . 


By De SAULT RANA OMNI I 














—Here are four ideas for summer interior displays. 

At the right is a very practical fixture made of 

cut-out anchors which support display rods. Paint 

the anchors a bright blue. This unit can be 

placed on any table and is logical for the display 
of beach wear and related items— 








—For the display of bathing suits and | 
beach toys—use four heavy posts to rep- | 
resent piling, with a tiny ladder, spring 


Sh board, and child mannequin to complete | 
the setting— : 




















—This unit is designed for the presentation of sun 
suits, beach togs, or beach playthings. It con- 
sists of a sandbox and canopy, with the same 
awning stripe border used around the top of the 
table. The box is filled with sand— 








aaa ) Hy, ‘ h 
EE al =" t 
Coe . 
LEEEST Sn s 
CLE7 (@) 
sta LLeoaoaOaTO: if oe a 
one = t}—t 31 | 7 
I] It \ 
i —At the left is a spot merchan- a 
i] 


diser for showing children's play 
apparel. The "playhouse" in the ; 
center is built with open sides 
and is used to hold the mer- E 
chandise. The sides of the table 5] 
are painted in a stone effect to I 
match the foundation of the cl 
playhouse, or one of the stone- Se 





finish decorative papers can be 
used for the same effect— 

















MAY, 1940 


N. 1. A. D. M. BANQUET 
MOST SUCCESSFUL 


The annual banquet of the Northern In- 
diana Association of Display Men, held the 
evening of April 29 at the Hotel Oliver, 
South Bend, drew an attendance of 203 per- 
sons—the largest number yet to attend the 
event which has become increasingly im- 
portant each year. A _ well-balanced pro- 
gram, combining humor and serious dis- 
cussions, was handled skillfully by B. C. 
Taylor, Sears Roebuck & Co., president of 
the N. I. A. D. M., who served as toast- 
master. Frank G. Bingham, Robertson 
Brothers, was general chairman. 

The most impressive feature of the pro- 
gram was the showing, through the courtesy 
of L. S. Janes, Sears Roebuck & Co., Chi- 
cago, of a motion picture in color showing 
the right and wrong ways of displaying 
merchandise in the interior of a store. A 
running description and criticism of the 
methods employed accompanied the film, 
which was presented by George Bailey, of 
Sears Roebuck & Co., and his staff. 

R. C. Kash, editor, DISPLAY WORLD, 
spoke on “Putting Across the Sales Mes- 
sage,” advancing five principles for selling 
displays: (a) selecting the most important 
point of the merchandise; (b) presenting the 
central idea in a convincing and clear man- 
ner; (c) dramatizing the presentation; (d) 
giving careful attention to the mechanics 
involved in the presentation; (e) testing for 
results. 

Daniel O'Grady, department of philosophy, 
University of Notre Dame, gave an enjoy- 
able discussion of “The Psychology of 
Laughter.” Donald Ferguson, S. L. Bird 
& Co., Detroit, and president of the Detroit 
Display Club, outlined in detail the program 
scheduled for delegates to the International 
Association of Display Men convention, to 
be held in Detroit June 24-27. Short talks 
were made by Jesse I. Pavey, mayor of 
South Bend; Nile A. Bright, Retail Mer- 
chants division of the Association of Com- 
merce, and George Hermanson, Republic 
Stores, and president of the Chicago Dis- 
play Club. Frank Bingham made the ad- 
dress of welcome. 

The program throughout was enlivened 
by numerous skits handled most capably by 
James Tolle, Lester Swartz, Leslie Moor- 
head, and William Neutzman. ,Considerable 
hilarity was evoked by the door prizes, dis- 
tributed at intervals throughout the evening, 
consisting of such objects as a 50-pound cake 
of ice, a step-ladder, a wash-tub, and the 
like. On a stage behind the speakers’ table 
a model window was constructed and dur- 
ing the program the display was changed 
from a men’s wear presentation (by Leo 
Ball, Rose & Katz) to a display of yard 
goods (by Edward J. Basker, Ellsworth’s). 
Kach speaker was introduced by a clever 
skit involving the display. Virgil Healy, 
Healy Sign Company, and Indiana. state 
champion archer, started the affair with 
several bangs by standing in the rear of the 
room and shooting arrows through a row 
f balloons fastened above the speakers’ 
table. As each balloon broke it revealed 
i letter in the word “Welcome.” 

Guests were present from a dozen cities, 
ncluding a delegation from Chicago. 
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TO SELL HOSIERY 


I HE STRONGEST, longest-wearing hosiery 
in the world wouldn't interest wide-awake Miss America (or her 
mother, either) unless it also promised allure. 


So, if you want to sell maximum volume, show her what she’s 
looking for. Hosiery displayed on these new Fairy Allure-ette Forms 
takes on a glamorous appeal that words cannot express. 


Fairy Forms, with their exclusive Neutra-Tone, Transparent and 
Glamour-Glo effects, show sheerness, smartness and = shapliness as 
can no other display equipment. Their better-than-life-like realism 
expresses the utmost in allure, yet so subtly that the shopper sees 
only the glorified stockings without thought of the forms that 
“model” them so well. 


Mail the coupon today for your copy of Fairy Forms Catalog No. 
60 showing Fairy Allure-ettes, Fairy Proportioned Forms and the 
complete line of forms for displaying Women’s, Men’s Youths’ and 
Children’s Hosiery. 


S os O E SHOE FORM CO. Ine.. Auburn. N. Y. Dept. DW-4 


F ‘e) R M Send complete ner 


Firm 


CO. INC. Fa‘ry Form shiek 


Catalog 


Auburn, N.Y. No. 60 
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\s I see it, display studio problems are 
many. But the most important one, and 
therefore the one which must first be con- 
sidered, is to keep your clients satisfied. 
This is a sound, long-term investment. To 
do it, jobs must be sold right and be pro 
duced as_ sold. No longer is it necessary 
to have only a background for the article 
or product to be exhibited. This background 
now must tell the prospective buyer why the 
product is good for him; the day of velour 
drapes with the product alone for display is 
gone. Selling, now more than ever, has 
reached a point where it is done diplomati 
cally, scientifically and = psychologically. 
When we want something very, very much 
we do not ask bluntly for it, we pave th 
way. Therefore selling efforts, and I speak 
from the viewpoint of the clients we serve 
and not as it affects display studio selling, 
must be placed before the public diplomat 
ically. Here is where displays and exhibits 
create the desire to buy because the atmos- 
phere surrounding that all important sales 





—Feminine anglers blithely ignore the "No Fishing" sign in this realistic 
display by J. R. Lannon, J. C. Bright Company, Lansford, Pa. A miniature 
The pool held a dozen 


waterfall trickles down the rocks at the right. 


XXI. 
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Display Studio Problems 


BUILDING PLEASANT CLIENT RELATIONS 


By MILTON E. SCHULTZ, President 
Schultz & Rand, Inc., Milwaukee 


i N : 


item is satisfying and creates a sense of 
well being. 

This problem is solved through the sales 
and designing department. The man who 
answers a prospect's call or solicits new 
business must be neat appearing, having 
good taste, a working knowledge of con 
struction and be familiar with the market on 
display items and materials so he sells or 
suggests only what can be done. He should 
be able to tell a client just about what can 
be done for a set sum. For this I recom- 
mend architectural men with natural artis- 
tic ability, since these men can sketch on 
the job besides having all the other qualifi 
cations. Such men are difficult to find and 
have to be trained, necessarily, for display 
work. By using architectural designers vou 
can eliminate designs that can not be built 
for structural reasons, and you get styles 
that are good because such men know the 
fundamentals of design, or what is known in 
architecture as the “orders” upon which all 
lasting architecture is based. This does not 
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mean you must go strictly “period’”—you 
can employ these same principles to con 
temporary modern design. Architectural 
balance and proportion is important even 
in accessories that dramatize the show. You 
avoid all displays that have no sound valu 
and for which money is spent—but on which 
the novelty has worn off before the bill is 
paid. You can swear by sales made on this 
basis and go back repeatedly and never feel 
outmoded. So much for the background ot 
industrial exhibits. 

From there on you must employ show 
manship. Whether this is done by contact 
men or designers depends on the size of the 
display studio. A combination of these two, 
a designer-salesman, is very successful and 
desirable to the large as well as the small 
studio. The ingenuity of a designer who 
can work out some ideas that stop people 
and hold their attention is worthy of great 
praise. How this can be done is exemplified 
by an exhibit we worked up some time ago 

This “results count” display was produced 
in answer to two requirements. First, to 
sell Wisconsin to vacationists and secondly, 
to tell what contribution to science Wiscon 
sin has made through poultry to tie in with 
the World's Poultry congress where this 
display was exhibited. We catered to nearly 
all the senses in answer to the first require- 
ment. Blending hues of light, operated by 
an electric dimmer, depicted the rising and 
setting sun in the background and appealed 
to the sense of sight. Pine oil odor aug- 
mented the natural essence of the evergreens 
used to appeal to the sense of smell. A cir 
culating pump made a small pool with wate 
trickling over and down some rocks to the 
left in the photograph and catered to the 
sense of hearing. An air-cooling unit took 
care of the sense of touch, because it was 
hot at this July convention. In essence, the 
display brought a portion of the natural 
Northwoods to this busy spot and created 








trout, and three live pheasants added to the outdoor atmosphere. The 
display did much to sell fishing as a sport to the ladies of Lansford. 
Lannon reports that crowds before the window were continuous— 
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the desire to relax. This desire was tul- 
filled immediately by means of a_ second 
lounge booth. Out of 700,000 people at the 
congress, 600,000 stopped and asked how the 
fish were biting. That's the result. An 
electric book took care of the second re- 
quirement by telling about the discovery in 
1922 of vitamin D in eggs. Get your client's 
requirements and work diligently to fulfill 
them. 

The next important step is to build these 
designs as sold. For this we find it very 
essential to lay out accurate shop drawings, 
carefully planned as a whole unit and in 
parts, using good judgment as to cutting 
of stock-sized materials, applications of 
various types of materials, elimination of 
costly labor operations when not essential, 
and assembly of units at a minimum ot 
labor. You will need a well-trained de- 
signer or draftsman for this phase. You 
can not overload a job by too heavy and 
bulky construction. Shipping costs enter 
into this aside from the cost to produce the 
item—but still it must be made_= strong 
enough to stand up under’ considerable 
banging around and probably to support 
some very expensive display item. 

It is not advisable to consider an exhibit 
as a one-time display. To do this lowers 
the standard -of display and the possibility 
of elevating it to a point where it is thought 
of as a professional service especially nec- 
essary to profitable selling. I expect it to 
reach this standard and to be able to collect 
on the results, not on the cost of production. 
The time it takes to plan a window display, 
a convention exhibit, or an itinerant display 
which does an effective selling job for the 
client can not be compensated for by a mere 
mark-up on labor and material. A good 
display studio should be thought of as a 
Doctor of Sales; all others not qualified to 
fill a prescription for a sales-getting display 
should spend their time as internes. It 
would pay both the doctor and the interne 
well—and also the client, who would then 
pay only for services that produce results. 
When the display business as a whole quali- 
fies for this all important task the clients 
will feel justified in pooling the results and 
paying for the thoughtful planning that went 
into the production of the display. 

By all means, first consider studio sales, 
which takes in designers and salesmen both, 
and then see that production lives up to the 
reputation established by the salesmen. 
Production, of course, is a problem in itself, 
but after all it is secondary because it fol- 
lows orders and without orders there can 
be no production. A successful combination 
of these major functions will inevitably 
bring results to any studio and keep the 
chents coming back. Results count with 
everyone. 


John W. Baugh Dies 
After Short Illness 


John W. Baugh, Jr., head of the Modern 
Display Company, Nashville, died at his 
home on April 19 after a short illness. He 
had formerly been employed as display man- 


ager for a local firm, resigning some ten 
years ago to form his own display com- 
pany. Funeral services and interment took 
piace in Nashville. 
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ZEPPEN-FIEL 


OF 


HOLLYWOOD 


Gives you FLEXIBILITY in Men's and Women's figures com 
bined with glamour, smartness, individuality, and the actual 
grace of the living form. A revolutionary and entirely new 
idea, perfected after months of thorough research, to give 
you the acme of perfection in a mannequin that is light in 
weight, easy to handle and pose, and available in composition 
or smart paper finishes. To use these figures is to realize that 
a new era in mannequin construction has arrived to give you 
windows with a charm and casualness you were heretofore 


unable to achieve. 


LADIES MANNEQUINS obtainable with horsehair, real hair 
or other novelty material wigs. Smartest new coiftures. 
Large Line of RIGID Women, Men, Junior Misses, and Chil 
dren Mannequins. 


NEW YORK CHICAGO 
Visit Our Showroom Visit Our Showroom 
1440 Broadway 209 So. State 

MR. S. EPPY JACK CAMERON 


W.M. ZEPPEN-FIELD STUDIOS 


1057 NORTH LA BREA AVENUE 


HOLLYWOOD, CALIFORNIA 








FOR YOUR 


summer SEA pispLavs || WANT A JOB? 


STAR FISH—Natural, Asstd. 


Sizes, Doz. $7.50 If so, vou better prepare for one at 
seas Hy, ola \sstd. 3.50 once. With the pick-up in business, 
GIANT SEA SHELLS— Pink, Doz. 33-50 there will be worth-while jobs wait- 
a tng aca \sstd. $8.50 ing for you by the time you ean 
CORAL -Naterai average 2-lb. : complete your studies. 

eS ‘eitien ah tinal $1.00 Write for School Circular 


—c- amuamons | | THE KOBSTER SCHOOL 


300 W. ADAMS ST. CHICAGO, ILL. 














ePlease Mention DISPLAY WORLD 
When Writing Advertisers 


Teaching Window Display, Advertising and Card Writing 
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Timely Display Ideas... 


By JAMES KILEY 
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William Reid Wins 
Sew And Save Contest 

First prize of $100 in the independent 
larger store field has been awarded to Will- 
iam T. Reid, N. Snellenberg & Co., Phila- 
delphia, in connection with the recent dis- 
play contest for Sew and Save week. Sec- 
ond place and $50 went to George H. Wag- 
ner, J. L. Brandeis & Co., Omaha. In the 
smaller stores group, first place was won 
by Helen Richardson and Gladys Hendron, 
W. B. Smith Dry Goods Company, Van 
Buren, Ark., and second prize by A. L. 
Squires, Gebhart-Gushard Company, Deca- 
tur, Il. 

The judges were Walter Becker, Notion & 
Novelty Review; Charles MacDermut, De 
partment Store Economist; Elizabeth Blon 
dell, McCall’s Magazine; Gertrude Brows, 
Department Store Buyer; Ida Pollock, Re- 
tailers Market News; Kathleen Rivers, New 
York City correspondent of DISPLAY 
WORLD, and James Gardiner, Garrison's 


Magazine. 


Stromberg Now Heads 
Mutual Display 

The Mutual Display Manutacturing Com- 
pany, 1101 Power Block, Cleveland, has an- 
nounced that David E. Stromberg, who has 
been with the concern for the past twenty- 
seven years, is now president of the firm 
and majority stockholder. Stromberg is 
very well known in the display field. 

The design department of the company 
has been increased to cover practically 
every phase of display, especially for chain 
and department stores. In addition to sery 
ing its clients through unusual display de- 
signs, Mutual carries a complete stock of 
display merchandise. 


Announce Light Weight 
Electric Hand Saw 

The Porter-Cable Machine Company, 
Syracuse, N. Y., has announced a new high 
speed electric hand saw well adapted for 
use in display departments and studios. 
Carrying a 7'% inch diameter blade, with a 
cutting capacity of 2% inch material, the 
unit weighs only 14% pounds. It is equipped 
with a 34 h. p. universal motor. Literature 
is available on request. 


"Windowgenic" 
Mannequins 

Invitations were recently mailed to many 
prominent displaymen for a showing of 
“Windowgenic” mannequins in the Manne- 
quin theatre at 1440 Broadway, New York 
City. The address is that of the local show- 
rooms of W. M. Zeppen-Field Studios, Hol 
lywood, Calif., with Samuel B. Eppy in 
charge. 


Beason Resigns 
From Bacon's 
F.C. Beason, for the past seven years dis- 
play manager for J. Bacon & Sons, Louis- 
ville, has resigned to go into the sign and 
display business for himself in Louisville. 
Thomas Shane, Beason’s first assistant, suc- 


ceeds him. 
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CASH IN 


| ON STYLE TRENDS 
| With Three Latest Display Papers 


by ACE : 
















































> 

; Key your window and interior displays to the country's latest fashions 
—with up-to-the-minute Ace creations that build better business! 

, > 


POLKA DOTS—nNewest vogue! 3-inch polka dots in many 


colors, appliqued on contrasting background tones. Choice of 29 
: gorgeous color combinations on VELVELUR 87” Non-Inflammable— 
12 colors on ACE SEAMLESS 81” BACKGROUND PAPER. (Also made 
to order on 108” SEAMLESS.) 


“ 
GAY STRIPES—all the rage! 6-inch and 3-inch stripes on 


beautiful VELVELUR 87’”—fashion's newest color combinations. 


2 
> 
r] . , 
SUMMERY ‘‘CLOUDTONE”’—sky high display beauty— 
refreshingly new and original. ‘Sunset Rose" and ‘Daybreak Blue." 
(Design on both sides.) 
EXTRA! Don't forget FLEXO-FLOCK, the chenille-decorated ; 
rigid fabric in floral patterns for summer displays that ''click. 
Generous samples of all Ace Display Papers sent at once 
on request. Our prices save you money. Our service wins! 
DISPLAY MEN—COME AND SEE US! We invite you to visit our new 
showroom and see the many beautiful backgrounds and displays which 
can be produced with Ace products. Ace will also display a compre 
hensive and unusual Christmas line at the |. A. D. M. Convention at 
Detroit in June. Drop in! 
Remember—ACE is FIRST—not with 3 or 4 seasona ; 
; creations a year but with frequent display fashion pro 
motions that keep up with the last minute style news. 
4 
4 4 


THE ACE PAPER CO., Inc. | 


Display Division 


Dept. 14 426 West Broadway New York, N. Y. 


~~ nd ~ ~—w. en ae pores 




















HAéi- Power Eye Power! 


A test might prove that your DISPLAYS, and not your PUBLIC, 
are having “eye trouble." Put PHOTOGRAPHIC EMPHASIS 


into your Displays . . . and your spectators will never be 
troubled with "indifferent optics." 


ePHOTOGRAPHIC BLOWUPS 
eTRANSPARENCIES *MURALS 


EXECUTED IN 
BLACK AND WHITE, SEPIA, HAND-COLORS 
MAIL YOUR ORDER OR INQUIRY TODAY 


MELOY BROS., INC. “inom 
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Philip Morris Uses Radi 
To Boost Displays 


By W. C. FOLEY, Vice-President 
Philip Morris, Ltd., New York City 
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—Top, the first Philip Morris display, B. J.—Before Johnnie. . . . Center, Johnnie at the New 
York World's Fair motorcade. . . . Below, a recent Philip Morris window— 
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Scene: The NBC or CBS studios. 

Time: Any Tuesday, Wednesday, or Fri- 
day evening. 

CONTINUITY 

Johnnie: This is Johnnie again—returning 
now to the thousands of store windows and 
counters all over the country. Look for me 
—I'll be waiting for you. Come in—and 
CALL—FOR—PHILIP—M-O-R-R-I-S! 

Announcer: Goodbye, Johnnie—we’'ll be 
seeing you in the windows and on the coun- 
ters during the week and hearing you over 
this same station next week at this same 
tame. ... 

And so another Philip Morris program 
goes off the air. But note the impression 
left in the minds of the radio public 
that the same Johnnie they have been hear- 
ing can be seen by them in the stores of 
Philip Morris dealers everywhere. 

Philip Morris has always been aware that 
point-of-sale advertising is the final clincher 
ot sales and has done everything to make 
it as powerful as possible. 

Naturally, all displays of the company 
are built around Johnnie, the famous Philip 
Morris call boy. At the radio studio there 
is actually a specially constructed store 
window from which Johnnie steps and to 
which he returns at the beginning and end 
of every program. In window displays, 
counter cards, and decalcomanias he is al- 
ways the central attraction. 

Johnnie is the only living, breathing, talk- 
ing trade-mark in advertising ... and the 
possibilities of catching him in eye-arresting 
poses are almost unlimited. For the Christ- 
mas season, you'll find him playing the role 
of Santa Claus and about to descend a chim- 
ney. In January he'll be bursting through 
a calendar. Comes February and Johnnie 
will be tearing around an ice rink. During 
the summer more opportunities present 
themselves ... Johnnie on the beach (backed 
up, of course, by a batch of pretty bathing 
girls), or Johnnie on a sail boat, or Johnnie 
at the ball game. Small wonder Philip 
Morris displays are considered among. the 
best and most interesting in the business. 

These displays are lithographed from pho- 
tographs or oil paintings. 

In charge of point-of-sale advertising at 
Philip Morris is James Willens. Among his 
regular duties are thinking up ideas for 
lithographed store pieces and planning com- 
plete windows. Very often, however, un- 
usual jobs come up to which he must attend. 

For instance, a year before the opening 
of the New York World’s Fair a_ huge 
motorcade was planned in’ which Philip 
Morris decided to enter a float. This con- 
fronted the display department with a num- 
ber of problems—such as rigging up a loud 
speaker for the float, getting Johnnie's tiny 
car aboard and many others. All these were 
overcome and the Philip Morris float was 
one of the brightest spots of the parade. 
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Summerton Resigns 


From Kisber's 

L. E. Summerton has resigned as display 
aianager of Kisber’s, Jackson, Tenn., to de- 
yote full time to his display studio at Mem- 
phis which has been making constanty in- 
creasing demands on his time. 

Summerton recently won second prize ot 
$250 in a display contest sponsored by 
\bbott Laboratories, which he says will 
come in very handily for the International 
\ssociation of Display Men convention next 
month. 


Dorfman Studios 
Established 

Earl W. Dorfman, formerly design direc- 
tor of the Robert Wolff Woodcratit Cor- 
poration, is now associated with the Bach- 
ford Manufacturing Company, 54 East 11th 
street, New York City, where he has estab- 
lished the Dorfman Studios as consultant in 
point-of-sale display for national adver- 
tisers. 


Johnson Joins 
Meis Brothers 


Oliver E. Johnson, formerly display man- 
ager for Zahn’s, Racine, Wis., for the past 
twelve years, has resigned to accept a posi- 
tion with the Meis Brothers Company, 
Terre Haute, Ind. Johnson will be in charge 
of all publicity, including advertising as well 
as window and interior display. 


Department Of 
Correction 

The address of Adler Brothers, manu- 
facturers of advertising displays, was in- 
correctly given in an item in the April issue. 
The correct address is 54 Bleecker street, 


New York City. 


Celluloid Corporation 
Moves Headquarters 

The Celluloid Corporation moved to 180 
Madison avenue, New York City, on April 
22. Besides the sales and credit offices, 
the headquarters include a showroom where 
the fruits of seventy vears of plastic pioneer- 
ing are displayed. 


Emil Wald, 68, Dies; 
Formerly With Tapp 

Formerly display manager for James L. 
Tapp Company, Bon Marche, and other 
Columbia, S. C., firms, Emil Wald died at 
the Veteran's hospital near Columbia on 
\pril 20. He was 68 years old. Funeral 
services and interment took place at 
Columbia. 


Releases Booklet 
On Display 

“Displays Featured by National Adver- 
tisers in 1940” is the title of a new booklet 
now available to advertising and sales exe- 
cutives. It has been issued by Kay Displays, 
Inc., 230 Park avenue, New York City 


Rutherford ite 


To Saks-Kay 


Gardner W. Rutherford has resigned his 
Position with The Francis Shop, South Bend, 


to return to Saks-Kay, Detroit. 
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At No Extra Cost 


If you have an eye for 
quality, you'll quickly see 

the difference between 
ordinary Corrugated and 
Corrodek. For Corrodek 
has a truly beautiful sur- 
face —bright, clear colors 
— perfect corrugations — 
free from disfiguring “fing- 
er markings”. Corrugations 
have extra rigidity — an- 
chored to the heavy backing 
sheet witha special adhesive. 
Most important, you pay no 
extra for this better Corru- 
gated. It comes in Standard 
rolls (100 sq. ft.), Economy 
rolls, (400 sq. ft.) and Jumbo 
rolls of 1000 sq. ft.—enables 
you to buy conveniently for 
your exact needs. Supplied in 18 


brilliant colors and a clear white. SHERMAN PAPER PRODUCTS 


ORPORATION 
Send today for color swatch, sam- " 


ples, and prices. Write Dept. D-5. NEWTON UPPER FALLS, MASS. 


MANUFACTURERS OF NU-TRIM AND CORRUGATED SPECIALTIES 








Nothing replaces raised letters for real display value ... and 
nothing replaces our 45 years of experience in making raised 
letters. We have a wide variety of stock designs in all desirable 
styles and sizes. If you prefer your own designs executed, we 
will take care of that too. Whether for interior or exterior use, 
Spanjer can give you consistent quality plus moderate price. 


Write for catalog. 


SPANJER BROS., Newark, N.J. ‘cicaco 
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—June will soon be here. Above, center, is 





an early June wedding couple—very early, 


but you must admit this pair would certainly 


add attraction value to a bridal display— 


—The girl on the left is Miss Spirit of Vaca- 
tion herself while Mr. and Miss Graduate 
are on the right— 








—To the immediate left is a screen for your 


travel or vacation window—do it in sea- 


green, red-orange, and black with a touch 


of chrome for a note of quality— 
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The Store Frontis Ihe Key 


DISPLAY WORLD 


To Additional Profits 


By J. WILLIAM WILEY 
Libbey-Owens-Ford Glass Company, Toledo 


In the “horse and buggy days” and _ the 
“oay nineties,’ a store front was looked 
upon as a front partition, so to speak, with 
windows in it—just a physical part of a 
building. 
part of a well-planned merchandising pro- 
gram. Your store front either attracts cus- 
tomers or they go to your more progressive 
competitor. This isn’t theory; it is fact. 


Today, it is considered a_ vital 


The first thing people see in connection 
with your place of business is the store 
tront. It is the raiment that clothes your 
place of business. It is an expression of 
your personality in the same way as your 
Gothes, your tie, your shirt. Attired in 
overalls, would you expect to create a favor- 
able impression on a girl in whom you were 
interested? Or would you apply for a posi- 
tion dressed in anything but “your best?” 
It is safe to say you would not. Haven't you 
often heard your wife say: “I can’t go to the 
party unless I have a new dress?” That 
very same idea, that same principle, applies 
with equal force to your store front. 

Your store front is in the front line, 
silently fighting either for or against you. 
Let us examine to what extent these con- 
clusions are backed up by actual business 
experience—the cold “dollars and cents” 
viewpoint. 

The General Electric Company discovered 
that it takes an average of three seconds 
for a person to pass a store front. That 
fact, reduced to brass tacks selling, means 
one thing. You must get favorable atten- 
tion, on the split second. You must have a 
“front” that will compel immediate attention 
—the first step in the sales process. The 
president of one of the largest shirt chains 
said to the writer the other day: “You've 
got to hit them between the eyes,” 
ing of store front design. 


in speak- 


One of the largest and more successful 
ladies’ dress chains in this country spends 
as high as $50,000 on a single store. They 
consider a store front as an advertising and 
merchandising investment; not*as an ex- 
pense. Why do Fiith avenue and State 
street. merchants—as well as the leading 
merchants throughout the length and breadth 
of the land—spend millions of dollars on 
store fronts and windows? There is only 
one reason: it pays to do so. 

It is not unusual to hear figures quoted, 
depending upon the line of business, of from 
25 to 35 per cent increase in business volume 
due to modernization. The business justifica- 
tion for up-to-date, effective fronts is prov- 
ing itself every day in thousands of stores. 

Let us consider another equally important 
phase of the subject. When you make an 
investment in a new front, you ought to get 
the most effective one to be had. To be 
sure of this, you should know the elements 
of good store front design so you may judge 
intelligently what constitutes a good front, 
even though you don’t actually plan or de- 
sign it yourself, 


The first consideration is pictorial value, 
or the impression created by the front as a 
Whole. Does it look attractive as a com 
plete unit? Would it compel attention? 
The elements that contribute to this general 
result are: first, contrast. The lack of con- 
trast produces monotony. As an_ illustra- 
tion: the all black front, which is quite 
prevalent today, completely lacks contrast or 
variation, and is therefore uninteresting. 
The addition of band courses, or accents, 
changes its whole effectiveness. This might 
be done by a band course across the top of 
the sign area or accents at both ends of the 
sign area of red, blue, green, ivory, or 
yellow. An effective front might be pro- 
duced by making the bulkhead, the area 
below. the window, of dark blue, for in 
stance, and the piers or pilasters (the up- 
right members) and the sign area of gray 
or light blue. Dark blue might be used in 
such a scheme in the form of decorative 
band courses or accents in the upper area. 
The ways of getting contrast are too numer 
ous to take up in detail. We merely suggest 
one to convey the idea we are trying to 
emphasize. 

Color itself is a second important element 
to think of in seeking good effects. Every 
advertising man knows colored advertise 
ments are more certain to get tavorable 
attention than black and white. You know 
that color photography and technicolor px 
tures are more pleasing and beautiful than 
the prosaic black and white ones. This 1s 
an era ol color. The New York World's 
Fair has been reterred to as a “color cock 
tail.” We take our cue from nature when it 
comes to appreciation of celor. What a 
drab place this world would be without 
color, which produces definite psychological 
reactions within the mind. Light red, for 
instance, excites and stimulates; light green 
suggests coolness and_— treshness; black, 
strength, as well as mystery. 

Innumerable color combinations can be 
developed. Basically, color combinations 
may be worked out according to several 
principles—what is known as the mono 
chromatic or neighborly color scheme, which 
means colors of like hues used together, 
getting contrast by using tints (light colors) 
and shades (dark colors) or what are known 
as values; and the complementary scheme, 
which means using colors with other colors 
that are lacking in them. In other words, 
red contains neither blue nor yellow; there 
fore, its complement would be green, which 
represents both blue and yellow. Then a 
scheme might be used which would include 
black, white, or gray as a dominant note 
with other colors for contrast. Certain col- 
ors are designated as cool, such as_ blue 
and green; others are spoken of as warm, 
such as yellow and red. Then there are 
what are known as advancing colors, which 
include red, orange, and yellow, which seem 

[Continued on page 43] 
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Shrewd display men sense 
the intense patriotic feel- 
ing sweeping the country and 
are installing effective dis- 
plays with these appropriate 
MAHARAM items: 


* 
RED, WHITE & BLUE 
“NoSeam” 


STRIPES 


Effective, colorful and _ sea- 
sonal STRIPES for effective 
backgrounds. No seams or 
joints. In rolls 84',"" wide by 
18’ long. 6° Red, White and 
Blue STRIPES on Bone White. 
$10.50 per roll. 


Tri-Color 


PATRIOTIC 
ROPING 


* Ideal for all patriotic dis- 
plays. Can be put to hun 
dreds of clever uses. °° 
MAHARAM thick. $1.50 for 48 yards. 
CAN FILL 


EVERY a _* 
DISPLAY God Bless America 


= BANNERS 


* A beautiful decorative Satin 

Banner. Rich and Lustrous- 
it adds tone and quality to 
any display. Endorsed by pa- 
triotic societies. Has Gold 
Cord and Fringe. Ready for 
hanging. 12” x 36" Se. 
41" x 54” $2.50. 
And hundreds of other items 
in stock such as Red, White 
and Blue Fabrics, Display Pa- 
pers, Leatherettes, Ribbons, 
etc. 


ORDER FROM YOUR NEAREST 
DISPLAY JOBBER 





Complete Line of Display Fabrics & Accessories 


NEW YORK—i30 WEST 46th STREET 


LOS ANGELES 
819 Santee St. 


CHICAGO 
6 E. Lake St. 


ST. LOUIS 
915 Olive St. 





- « BAMBOO 


Put that Tropical Appeal 
in your Spring and Summer Displays 
with NATURAL BAMBOO ... 
Immediate delivery from the largest stock in the 
U. S. All sizes from % inch to 7 inches in diameter 
Write for samples of Fabricated Bamboo and 
Bamboo Screening. 
PACIFIC BAMBOO PRODUCTS, INC. 

\ 6701-15 Eleventh Ave. Los Angeles, Calif. J 








ePlease Mention DISPLAY WORLD 
When Writing Advertisers 
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Here and [here 


lo the casual visitor to Washington, D. ¢ 

there comes an impression that the city is 
unique in the strict sense of the word. There 
is a fascinating mixture of business and 
government which probably is found in no 
other place. Stores with well-known names 
rub shoulders with imposing government 
buildings, and the residents of “The Dis 
trict” speak of retail promotions and states 
men in the same breath—and with equal 
familiarity. The whole effect 1s a bit dis- 
concerting at first, but afterwards becomes 
rather pleasant because of its novelty. 


Retailers in Washington have a= varied 
population from which to draw their trade 
Diplomats, congressmen, the “F © street 
crowd,” tourists, the permanent. residents, 
and a colored population variously estimated 
at trom 33'4 to 50 per cent of the total 
inhabitants, all go to make up the source of 
retail sales. As might be expected in such 
a situation, the displays of the nation’s 
capital follow diverse lines. 

Two recent windows are pictured here. 
\bove is one from a Hahn & Co. store, with 
the footwear displayed on simple slanting 
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PRETEEN Sires 


platforms and in the branches of the stylized 
plaster tree. Designed especially for the 
type window shown, the tree was finished in 
brown and gray, with enormous leaves and 
Howers in natural colors. W. L. Wardrip 
is in charge of display for the eight stores 
operated by Hahn's in Washington and 
nearby Baltimore. 

Louis A. Banks, The Hecht Company, 
does a consistently good job of display, also 
The photograph shows a window promoting 
garnet and gray tor men’s wear. The prin 
cipal item of interest is, of course, the back 
ground treatment in which the upper portion 
of a man’s coat was simulated. Built up ot 
wall board, the “coat” was covered with 
actual cloth of gray. 
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TRADE FACTORS FORM 
RESEARCH INSTITUTE 


Formation of a Point of Purchase Advertis- 
ing Institute, whose purpose is the research 
and study of point of purchase advertising and 
the dissemination of knowledge so obtained, 
was brought out recently in an address by 
L.. L. Grisamore, Arvey Corporation, Chi- 
cago, before a group of lithographers meet- 
ing in New York City. The Institute has 
located its executive offices at 1760 West 
Adams street, Chicago, under the super- 
vision of F. S. Jefferies, executive secretary 
Its board of directors is composed of the 
officers and two other members, as follows: 
president, L. L. Grisamore; vice-president, 
George Rose, Mounting & Finishing Com- 
pany; secretary and treasurer, D. C. Ozmun, 
Chicago Cardboard 
Harold Epstein, Display 
pany; director, Edgar Reutener, William 
\. Howe Company. 


Company; — director. 


Finishing Com- 


In his talk in New York City, Grisamore 
pointed out that in February, 1939, a group 
of mounters from various cities met in 
Cleveland to discuss the decline in volume 
from the previous year because of the de 
crease in the number of displays used in 
1938. Two questions arose: “Do displays 
do a real advertising and selling job?” and 
“Can more displays be used?” Grisamore 
stated that although those present thought 
that an affirmative answer could be given 
to each question, it was decided to make 
an actual check. “We visited, or caused to 
be visited, some 2,600 retailers. . . . We 
found that 95 per cent of the druggists 
noted an increase in sales due to the use of 
displays ... on the other types of retail out- 
lets it ran from 70 up to 95 per cent. They 
estimated their percentage of increase in 
sales, due to the use of displays, at from 
5 to 99 per cent. . . 
answered to our satisfaction. 


. The first question was 


“According to the retailers, they used 
practically all of the displays received. 
The length of time given the display was a 
revelation. \pproximately 80 per cent 
of the displays used in drug stores were 
used two weeks or longer. The percentage 
in hosiery and notion stores was 77 per cent, 
beauty parlors and barber shops 72 per cent, 
grocery stores 70 per cent... . We found the 
reason why the retailer did thot trim his 
window more often was because he did not 
have the available display material. 


\iter pointing out the purpose of the In- 
stitute, as explained above, Grisamore out 
lined the policies of the organization, which 
are summarized as follows: Point of Pur 
chase does not propose to engage in contro- 
versies with other advertising media; it will 
concern itself with bringing to the attention 
of those concerned the advantages and uses 
of point-of-sale advertising material; it 
proposes to back up its presentations with 
dependable data; an educational program 
encompassing retail outlets; suggestions for 
the use of various types of displays; efforts 
toward increasing the use of this medium. 

Future plans are as yet in the formative 
stage, pending a decision by lithographers 
is to participation in the organization's 
project. 
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A- Good Hand 


for Faster Tacking— 
Greater Convenience 
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HANSEN 
VEST-KIT 


the New Staple Package 


S near as the vest pocket—for quick, easy 

access—the Hansen VEST-KIT provides an 
ever-ready supply of staples. Fits vest pocket 
for portable use. 

Five Vest-Kits are packed in a box—1!,000 
staples per Kit—5,000 per box. In each Vest- 
Kit are 8 strips of staples totaling 1,000. 

This modern method of packing staples for 
easier, quicker, more portable use, is an ADDED 
HANSEN SERVICE—combined with Hansen 
Tackers for speeding up display and sign work. 


Indispensable for every sign and display man! 


SEND YOUR ORDER 


A. L. HANSEN MFG. CO. 


5041 Ravenswood Ave. CHICAGO, ILL. 














CRESCENT 
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— if 
EVEN | HAVE TO ADMIT ITS 
SMOOTH TEXTURE AND SATIN 
FINISH IS IDEAL FOR BoTH 
PEN AND BRUSH 
i, 


CHICAGO CARDBOARD COMPANY 


6 Washington Blvd. 


Chicago, III. 
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Toe Sale by Leading Disbribulors-Grerywhtté, 
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Title Registered U.S. Patent Office 


Combined with 
MERCHANTS RECORD AND SHOW WINDOW 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY 


Cincinnat @) tT 


H.C. MENEFEE, President 
NATHAN SILVERBLATT, Se 
R. C. KASH, Editor 





OUR PLATFORM 


1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display’s Power in Merchan- 
dising. 

6. Absolute Independence of Our Editorial 
Columns. 


ka 
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The |. A. D. M., Under McCann, 


Begins To See Light Ahead 

DISPLAY WORLD feels that a word of 
praise 1s due to Joe McCann, president, and 
John L. King, managing director, of the 
International Association of Display Mer 
for the capable way in which they have been 
handling the affairs of the organization dur- 
ing the past eleven months. 

Back in June, 1939, when MeCann was 
elected president at the New York City con- 
vention, the association was staggering along 
in the red and had been doing so for several 
vears Great things were expected of each 
convention from a financial standpoint, and 
when each was concluded and all bills de- 
ducted it was found that no progress had 
been made in spite of the fact that most 
such conventions were undoubtedly success 
ful When MeCann took office, and ap 
pointed King as part-time secretary as the 
first move in a program of economy, he in 
herited a startlingly large bill from the hotel 
in which last vear’s convention was. held, 
due to a misinterpretation of the contract 
with the hotel. This, together with other 
bills due, was enough to discourage anyone 
right from the start—not to mention the 
fact that no funds to conduct the organiza 
tion were available in any form. 

Instead of giving up, MeCann and King 
worked patiently to clean up hold-over mat 
ters, secured a substantial reduction in the 
hotel’s claim, arranged for payment, and 
in general have the financial affairs of the 
I. A. D. M. in the best shape attained in a 
long time It might be mentioned that 
McCann has paid out a considerable sum of 
money from his own pocket for necessary 
rather than dipping 
into the I. A. D. M. treasury. Now it seems 
that the sale of exhibit space for the con 


association expenses, 


vention scheduled tor Detroit in June will 
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be such that after all foreseen expenses are 
deducted the association should be in the 
black to the tune of between two and three 


thousand  dollars—which is __ practically 
unique for the I. A. D. M. This depends, 
of course, on keeping economy in mind when 
making preparations for the convention 
features. 

\ll this has been accomplished without 
fanfare on the part of I. A. D. M. head- 
quarters. They have gone quietly about 
their work, with no ostentation, but with a 
firm determination to put the I. A. D. M. 
back on a solid financial basis. There has 
been little, if any, promotional work done 
this past year to build up the association, 
the present administration wisely deciding 
that financial stability was necessary as the 


first move. What will be done next year 


is not yet determined, but with money in 
the treasury something very constructive is 
possible. 

McCann has not indicated whether or not 
he will be a candidate for reelection at the 
Detroit convention, but it would seem a 
most logical move on the part of I. A. D. M. 
members to keep him in office for another 
term. It has been rumored in the display 
field that a Detroit candidate for the presi- 
dency may be introduced at the convention, 
and there is little question but that Detroit 

with its present large membership in the 
national association—could probably elect 
any candidate brought forward. There are 
a number of Detroit displaymen who would 
make excellent executives of the I. A. D. M., 
and it is with no idea of detracting in any 
way from their qualifications that DISPLAY 
WORLD recommends the reelection of Joe 
McCann. He deserves it as an appreciation 
for the fine way in which he apparently has 
overcome an extremely difficult. task. 


A Tribute To 
The N. |. A. D. M. 

The Northern Indiana Association of Dis 
play Men recently held its seventh annual 
banquet, with the largest attendance yet re- 
corded Had not the date conflicted with 
another local event of importance, it 1s esti- 
mated that nearly 300 would have been pres 
Taylor called the 
meeting to order in the Hotel Oliver, South 
Bend 


Five years ago the event was attended by 


ent when President B. L. 


some thirty individuals; the next vear fifty 
were present, and the next vear one hundred. 
In 1939 there were 168 at the dinner, and 
for 1940, 203. Such a steady growth indi- 
cates that the N. I. A. D. M. has something 
on the ball, and that other similar organi- 
zations could profit by its example. 


Much of the credit must go to Frank G. 


Bingham, Robertson Brothers, who has car 
ried a great deal of the responsibility for the 
event each vear. He has done a_ splendid 
job, ably assisted by the N. I. A. D. M. 
members 

The annual banquet is always marked by 
one very auspicious occurrence: the fine 
turnout by the merchants of South Bend and 
neighboring communities. They have come 
to look upon the display dinner as one of 
the “must” affairs of the year. It is worth 
noting, too, that each dinner always finds 
adequate representation from the chamber 
ot commerce, the mayor, and others inter- 
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ested in local retailing. The N. I. A. D. M 
has really built a place for itself in tl 
local civic life and is so recognized. |; 
cooperation is always solicited wheney 
civic events come up in which it can pat 
ticipate. 

Much of the success of the annual banqu 
must be attributed to the nature of tl 
program. The serious discussions of retai 
ing and display are leavened with an orig 
inal and varied assortment of humor, 
interspersed as to break up the tedium « 
the average affair of this sort. Most of tl 
talks are short, with the principal speaker. 
using only twenty or thirty minutes for the: 
addresses, and the program is kept movin 
like clockwork. 

Those interested in building up their own 
local clubs might very profitably attend on 
of the banquet sessions of the N. 1. A. D. M 
to see for themselves just how the Hoosi 
organization makes things click. 

eeccecesecese 


Showroom And Advisory Clinic 
Opened For Displaymen 


The Ace Paper Company, Inc., 420 West 
Broadway, New York City, announces. thi 
opening of a new modern showroom. Thi 
installation features eight large store win 
dows with specimen displays, and fluorescent 
daylight lighting. To help displaymen to 
utilize the newer paper and fabric creations 
with greater sales-building effectiveness, 
Howard Harter, of the Ace Company, plans 
to hold frequent “clinics” on window and 
interior displays. Dealers and their sales 
men are invited to these clinics as part of 
the firm’s plan of service. 

The company has also announced that it 
will feature a new and original line of fall 
and Christmas display creations at the Dx 
troit convention of the International Asso 
ciation of Display Men in June. 


Display Designed 
For Baby Book 

Jane Fauntz, three-time Olympic diving 
champion, is the designer of a clever dis 
play to be used for the sale of “Our Baby's 
First Seven Years,’ a beok published by 
Mothers’ Aid of Chicago Lying-In Hospital, 
5841 Maryland avenue, Chicago. The unit 
consists of a carved baby of wood, skillfully 
finished in pastels, so constructed as to hold 
the book in a natural position. The dis 
player is furnished with orders for thre¢ 
dozen of the books. 


Bartikoski Wins 
$50 Prize 


The results of the Piedmont Shirt Com 
pany display contest have been announced, 
with first place and $50 going to W. Barti 
koski, First Street Store, Duluth; second 
prize, $25, was won by C. G. Kornegay, 
Zindler’s, Houston, and third prize, $10, by 
Glenn Partrich, the Wiesel Company, Tus 
caloosa, Ala. 


Boyd's Men's Shop 
Wins Contest 

Kirst prize ot $100 has been awarded 
Boyd's Men's Shop in the recent Aetna hat 
window display contest sponsored by thi 
Frank H. Lee Company. Second place and 
$50 went to Ludwig Baumann, New Yor! 
EY. 
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FLEXIBLE DISPLAY SCHEDULE 
PREVAILS AT GIMBEL'S 
[Continued from page 9] 
pencil-lined to suggest the deck of a boat. 
Gayly flags hanging from white 
roping carry out the nautical, summery feel- 
ing. Additional merchandise is displayed, in 
a carefully casual manner, on the flooring. 
At the top of page 9 is one of a group 
of displays advocating rural jaunts from the 
city. The window shows riding habits in 
their “native habitat.” Also presented are 
slacks and shirts for spectator wear. The 
There is 


colored 


horse heads are in water color. 
even a colored exercise boy to give further 
authenticity to the setting. 

Next is a window to tell the 
“White-Frosted Fashions.” The dainty lace- 
edging was cut from wall board, backed up 
with stiff white buckram. The window card 
and draped garment were placed against a 

1 which had been given a 


story ot 


large paper tan 
glace effect by means of an air brush and 
stencil. 

Another of the faceless figure groups in 
an outdoor setting is third from the top at 
the right. 

The final display played up the 
fashion leadership of Gimbel’s. The bam- 


suggest the 


also 
boo trees in the background 
cool green ‘shade of summer and_ point-up 


the merchandise. 


Laszlo Gabor Is Speaker 
At Pittsburgh Meeting 

The speaker of the evening for the April 
meeting of the Display Club of Pittsburgh 
was Laszlo Gabor, Kautmann Department 
Stores. Gabor spoke on “The Use of Color 
in Display.” The meeting was well attended, 
with a number ot the club members meeting 
at the Fort Pitt hotel for dinner before the 
business session. 

On May 7 the club met at the 
and plant of Gardner Displays, Pittsburgh, 


offices 


to hear an address by Charles Matschal on 
“Animation in Display.” 


New Display Firm 
Is Formed 


Bensch-Howatt, a new display firm, has 
been formed and is now operating from ex- 
tensive quarters at 239 East 27th street, New 
York ( ity. 
design and 


Phe company specializes in the 
displays and. set 
interiors. i. Ee 


building of 
pieces for windows and 
formerly 
while G. Howatt was for seven years with 
Bloomingdale’s, New York City, display de- 
partment as special designer and production 


Bensch operated his own. studios, 


manager. 


Cardboard Decorations 
Simulate Plaster 


Luxor Studios, Inc., 1140 Broadway, New 
York City, has introduced a line of three- 
dimensional cardboard decorations, called 
“Carvo” units, which simulate the appear- 

hand-carved or moulded plaster 
They are designed for use individu- 


ance of 
pieces. 
ally or in combinations to make up baroque 
irames, borders, patterns, and the like. Lit- 
«erature is available on request. 
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You Wouldn’t Put An Old Suit 
in Your Window, - - Would You? 
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EATON BROTHERS CORD. 


HAMBURG. NEW YORK 
Formerly Hamburg Floral Mfg. 


No—you would not. Yet the other 
day we saw an old faded grass mat in 
merchandise. 


a window of Summer 


NEW EATON GRASS MATS 


Bring New Glamour to Your Displays 


Their cost is so can't 
afford to “try to get by” with old faded 


ones year after year. 


small, you 


local display jobber now. 


So order a fresh supply from your 
It pays. 


Co. Ine. 














BEACH 
PANEL 
No. S409 


40 in. Wide 
84 in. Long 


Brilliant shades of Red and Blue with White, 
Brown and Tan, processed on Canary Yellow 
Reyboard. 

i) 
See it on display at your service wholesalers. 


° 
THE REYBURN MANUFACTURING CO.,INC. 
ALLEGHENY AVE. AT 32ND ST., PHILA., PA. 
SHOWROOMS 
106 SEVENTH AVE. 1100 SO. WABASH 
NEW YORK CHICAGO 








EXTRA SPECIAL 


3° x 8" Sheets 
of Oak Bark 
w $380 
PER SHEET 


This is a natural looking, 

flexible cloth and paper 

bark, and very practical 
for summer displays. 


NACHURELIKE BARK CO, 


2320 FREMONT AVE. SOUTH 
MINNEAPOLIS, MINN, 











NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 


re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 


or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 





CHILDREN 


ly MILEO 


Introducing a new line of 
children’s mannequins. Per- 
fectly proportioned. Accu- 
rate sizes (boys, 4-18; girls, 
4-14). To display all types 
of wearing apparel under 
actual wearing conditions. 
Write today for photos. 


PCM =. 
7 W. 36th St. 2822 New York 
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—The set-up paper box for 
Carter's carbon paper won 
an honorable mention in the 
last All-American package 
competition. The illustration 
is in full color against a sub- 
dued background. Done by 
letterpress by the Forbes Lith- 
ograph Company, Boston— 


—Designed to accent, 
through light and line, the 
sculptured quality of Wal- 
lace & Sons’ sterling silver, 
this illuminated three-dimen- 
sional wood and metal dis- 
play is in complete harmony 
with the new Rose Point pat- 
tern. The finish is in white 
and rose colored lacquers, 
with decoration and lettering 
in gold and white. Designed 
and made by Kay Displays, 
Inc., New York City— 


—tThe display for Hood Su- 
prex rubber heels is in two 
planes, the front picturing a 
large reproduction of the 
non-slip heel. Created by 
Henry A. Loudon, for Hood 
Rubber Company, Inc., Wat- 
ertown, Mass., and litho- 
graphed by The Forbes Lith- 
ograph Company— 


—The new Signet display 
now being released by Hir- 
am Walker is one of the 
most forceful units seen in 
many a day. Emphasis is 
on "Aged in Aged Wood" 
—the theme featured in cur- 
rent magazine advertising— 


—Full size, full relief torsos 
of transparent and translu- 
cent plastic will display the 
new Jantzen swim suits this 
summer. Created and fab- 
ricated for Jantzen by W. L. 
Stensgaard & Associates, 
Inc., Chicago, the torsos are 
made of red and green cellu- 
lose acetate plastic pro- 
duced by Monsanto Chemi- 
cal Company— 


—Highly styled and looking 
like an ad from a fashion 
magazine is Hiram Walker's 
new gin display—most ap- 
pealing to a summer thirst— 
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Barrango Moves 
To Larger Quarters 

Due to greatly increased business, the C. 
Barrango Company has been compelled to 
move to larger quarters at 579 Market street, 
San Francisco, where the well-known man- 
nequin firm has four times as much space 
as in the old location. The firm also stocks 
a full line of items to aid displaymen in 
assembling complete displays. The new 
showroom, equipped with modern lighting 
and backgrounds, makes possible the ar- 
rangement of display materials so the dis- 
playman can visualize them as if in actual 
use. 

J. C. Benedict, formerly with the White 
House, San Francisco, joined the organiza- 
tion a short time ago in order to assist 
Barrango clients with their plans and _ se- 
lections. 


Three Firms Receive 
Display Awards 


In connection with the sixth annual Bab- 
son Institute display exhibit, three awards 
have been issued to the following: Coty, 
Inc., New York City, for a window display 
produced by  Einson-Freeman Company, 
Long Island City; Lamont-Corliss & Co., 
New York City, for a floor stand produced 
by Oberly & Newell Lithograph Corpora- 
tion, New York City; W. A. Sheaffer Pen 
Company, Fort Madison, Iowa, for a counter 
display produced by Forbes Lithograph Mfg. 
Company, Boston. 


Direct Counter Lighting 
Provided By New Unit 

Called the “Counterlite,” a new precision 
lighting instrument has been developed by 
the Holophane Company, Inc., 342 Madison 
avenue, New York City, especially for the 
illumination of store counters. The device 
projects an asymmetric beam of light which 
is narrow and spread along the counter. Its 
secondary distribution is directed toward 
the shelves and = store traffic areas. The 
unit has prismatic glass light controlling 
surfaces and is mounted in the ceiling. 


Durable Displays Host 
To Chicago Club 

Members of the Chicago Display Club 
met the evening of May 6 at Durable Dis- 
plays, 2010 South Halsted street, with E. J. 
“Jim” Berg as host. Complete demonstra- 
tions were presented to show the methods 
of moulding and finishing refined latex into 
various types of display properties. Irving 
Culver, dean of mannequin sculptors, dis- 
cussed salient points in the design of figures. 
Refreshments followed the demonstrations 


Display Institute 
In Larger Quarters 

Display Institute, training school for stu- 
dents of display and advertising, will move 
to larger quarters June 1 at 3 East 44th 
street, New York City. Two complete 
floors will be occupied, including a fully 
equipped workshop and a battery of stand 
ard size show windows in which students 
vill make practical application of their dis- 
play ideas. 
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Boston Club Plans 
For Yearly Event 

Final arrangements were completed at a 
meeting May 13 of the Boston Display Club 
for the organization's annual dinner dance, 
scheduled this vear for the evening of May 
22 at the Hotel Westminster. An excellent 
attendance 1s expected, according to Ed- 
ward J. Gleason, secretary. 

\t the May 13 meeting in the display 
studios of the New England Telephone and 
Telegraph Company, club members were en 
tertained with a showing of motion pictures 
made of National league baseball clubs. 
Several of the members of the Boston Bees 
and the New York Giants teams were pres- 
ent and made short talks. 


Matzer Heads Display 
For Rollman's 

Following the resignation ot Ray Pearcy, 
who had been display manager tor the Roll- 
man & Sons Company, Cincinnati, for the 
past two years, Andrew Matzer has been 
appointed to the post. Pearcy’s plans have 
not been announced, except that he will take 
an extensive vacation before reentering the 
display field. 

Matzer was formerly with F. & R. Lazarus 
& Co., Columbus, Ohio, J. L. Hudson Com 
pany, Detroit, Thalhimers, Richmond, and 
the Jordan Marsh Company, Boston. More 
recently he had operated a display supply 
company in Columbus. 


Tribute Paid To 
New York Club 


\ salute by prominent factors of the win 
dow display industry was given to the New 
York Advertising Club at a luncheon held 
on April 16. Frank Gonda, vice-president, 
Einson-Freeman Company, Long Island 
City, and chairman of the Window Display 
committee, announced the speakers. John 
Paver, formerly of the Advertising Research 
Foundation and now director of research of 
the National Outdoor Advertising Bureau, 
Inc., spoke on “Making the Window Display 
Survey Work for You.” Robert Ingram, 
Bristol-Mevers, discussed “Idea Selling 
through Displays.” 


New Device Shows 
Message In Motion 


Designed to show a message of twenty 
two words every forty-five seconds against 
a brilliantly lighted background, “Glider- 
Ad” has been placed on the market by Niet 
Smith Sales Company, Radio City, New 
York City. The wording is changeable at 
will, since removable letters are employed 
for the message. An electric motor operates 
an endless chain of the bicycle type upon 
which is attached a grooved track which 
bears the letters. The unit is available in 
different sizes. 


Apolinsky Chosen 
To Conduct Class 

Joseph Apolinsky, Loveman, Joseph & 
Loeb, Birmingham, has been selected to con- 
duct a class in window display for the Uni- 
versity of Alabama. The course begins 


June 7. 


yesterday 
o-day 
to-morrow 


always the same ingre- 
dients are present in the 
popular, preferred, na- 


tionally famous 


GLOSSIROLL 
DISPLAY 
ITEMS 


l—original in idea 
2—careful in production 
3—versatile in use 


4—-moderate in cost 


the 
Summer 
line 

is an 
unusual 
one 


=_— 


PAPER 
SPECIALTIES 
CO. INC. 


640 W. 57th Street, 
Dept. D, New York 











TO GET AHEAD 






















Write for 


FULL INFORMATION 


on this high speed machine for mak- 





ing cut out displays quickly, easily 
and economically. 


INTERNATIONAL REGISTER CO. 


13 S. Throop St. Chicago 











HOLD AND KEEP 
CUSTOMER-INTEREST 
WITH THE BEAUTIFUL 


NEW PLASTIC 
ART LETTERS 


Washable! e Unbreakable! e Clean-Cut! 


FOR COUNTER OR 
WINDOW DISPLAYS, 
SIGNS, EXHIBITION 
BOOTHS, ETC. 


1” Letters. in white. black, 3 
red C 
114” Letters. in white. — 
orange C 


Ask for quantity discounts .. . 
samples sent upon request 


BESBEE PRODUCTS CORP. 
TRENTON NEW JERSEY 
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The eyes of the display field are beginning 
to focus on that dynamic city of Detroit 
which takes its name from the French, 
meaning “the Strait.” The strait or Detroit 
river connects Lake St. Clair and Lake 
Erie, and separates the State of Michigan 
from Ontario, Canada. It has often been 
called the Dardanelles of the New World 
because it 1s estimated that more tonnage of 
shipping passes through this narrow. pass- 
age than through any other stream in the 
world. 

Getting away from “strait,” let's get 
straight on one thing, first. The forty- 
third annual convention of the International 
\ssociation of Display Men will be held in 
Detroit, June 24-27. The time to ask your 
store management for the time and expenses 
to attend is now, not Saturday afternoon of 


June 22. 


The DISPLAY PARADE 


Think this over... 


By FRANK G. BINGHAK as 
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Every member of the Detroit Displa 
Club is working tor the convention and do 
ing his job well. The finished product wil 
be a great one. Donald A. Ferguson, presi 
dent of the Detroit club, is convention chair 
man, and during his spare time he puts it 
those stunning men’s wear displays at S. L 
Bird & Co. The last time the writer was 
in Detroit—at the convention in 1927—hy 
bought a straw hat at Clayton’s, where H 
W. Weaver doesn't exactly mess things up 
when it comes to good men’s wear displays 
He is the fellow who is directing the con 
vention entertainment angle. Frank E 
Whitelam, the fellow who is rounding up a 
fine group of speakers, is display director 
for the “World's Largest Shoe Store,” that 
great institution catering to the feet of De 
troit—R. H. Fyfe & Co. He is celebrating 
his twenty-fifth year with this store and has 


by Anthony Brinker 
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LEFT MANDEL BROS. 10 JOIN GOLDBLATTS IN 1937... SPENT 2 YEARS WITH SEARS, 
ROEBUCK & CO, .. ATTENDED AMERICAN ACADEMY OF ART... VOGUE SCHOOL OF ART... 
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y |W GREAT BELIEVER IN 
’ MOTION DISPLAYS AND 
DRAMATIC SETTINGS TO 
STOP THE PASSERBY....... 


RAY 
DIANGIO 


DISPLAY DIRECTOR, GOLDBLATT BROs., 
(STATE STREET STORE) CHICAGO, ILL. 
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been a member of the I. A. D. M. down 
through this quarter-century of displayman- 
ship at Fyfe’s. Twenty-five years with one 
store is a record tew displaymen can achieve 
because they fail to keep up with the times 
and grasp the changing moods of the shop- 
ping public. 

Let’s stop for a chat 

“Frank, you don't 
spent twenty-five years in one place.” 


Whitelam : 


have 


with 
look as if you 


“Those gray hairs aren't up there for fun, 
Bingham.” 

‘TH bet the 1. A. D: 
1 remember that you were 
director in 1927 and 
thinking, was an out- 


M. put a couple of 
hem there, too. 
convention program 
that, to my way of 
standing convention.” 
“It was a good one, but this one will be 
better. We have learned a lot since 1927, 
although the I. A. D. M. hasn't benefited as 
much as it should have done through the 
years.” 
“Explain yourself, Frank; I’m just a 
Hoosier.” 

“Well, year after year conventions are put 
on. You know that the ex- 
penditures of one puts the association into 


know and | 


the red and the profit of the next one takes 
it out, only 
with 


to have it go deeper the next 
another convention to take it 
temporarily into the black the 
following. With this set-up of always reach 
ing ahead to pay back bills, the I. A. D. M. 
promote 


vear, 


back year 


has never had enough 
itself as it should be 
“What is Detroit 


I've heard this same story in many conven- 


money to 
promoted.” 
going to do about it: 


tion cities in the past ten years, especially 
A. D. M.’ 


“Detroit is going to put on a good conven 


the years I was treasurer of the L. 


tion, Bingham, but it will not be a merry 


go-round with free rides and only a_red 
ledger as the final pay-off.” 

“Ehat's 
Detroit is going to put the I. A 
front with a balance in the 


flack side of the ledger then?” 


displayman. 
D. M. 


bank, on the 


news for any 


eood 


out in 


a great convention 
\iter listening 


“Yes, and we promise 
packed with novel features. 
to the speakers and seeing the outstanding 
[ know that 


and unusual demonstrations 


everyone will take back to his work new 
inspirations and practical, helpful ideas.” 

“A fine Whitelam, and if | 
keep on talking to you you'll have sold me 
staying late. ‘Those 
demonstrations, is it true that John T. 


Chord, Jack to you fellows, has really some 


statement, 


on coming early and 


surprises up his sleeve?” 

“Come and see tor yourself; do you want 
us to write vour column, too?” 

“No, but the secret of getting displaymen 
ut to meetings is to tell them in advance 


just what they are going to see and hear. 
Tell them by letter, call them on the phone 
or shout street, but tell them, 
and they will turn out, providing, of course, 
they haven't anything else to do that night. 


across the 


But, seriously, a convention is a bit different 
and it looks as if Detroit will have a rec- 
ord turn-out. How Chairman 
Ferguson expect e° 

“Around two thousand is his estimate.” 


many does 


“Great going, but I'll settle for, and be 


happy with, a thousand at Detroit. How- 


ever, it pays to aim high.” 
And so ends an interview via column with 
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one of the many important members of the 
Detroit 
time for you and yours in 
forget the date—June 24-27. 


Club who are planning a 
Detroit 


Display 
good 


Don't 


Greggory Installs 
New Equipment 

A new field of display has been opened up 
with the installation of 
embossing machine in the five-story plant ot 
East street, Chi 
according to company officials. The 


a 96-inch wide flute 
Greggory, Inc., 8 Kinzie 
cago, 
machine, developed by Greggory’s own me 
chanical staff, can produce recessed effects 
in all weights of boards trom cardboards to 
\fter the 
through the machine, it becomes practically 
grainless and can be bent in any 
without cracking. 

Also installed by their mechanical division 


structural boards. board passes 


direction 


is an automatic roller coating system fot 
flocking the surfaces of paper, boards, and 
fabrics with any pulverized material small 
enough to be ted into the machine. 

These two units, coupled with Greggory’s 
6-ton automatic laminating machine, enables 
the firm to have speed production of single 
sheet and continuous roll mounting, fluting, 


and flecking 


New Display Board 
Makes Appearance 


“Stage-Cratt” is the name of a new board 
of the container or boxboard type, pre-col 
ored, made and used exclusively tor display 
purposes, which is being introduced to the 
display field by Co-Operative Displays, Ine., 
Kighth 


said to be especially 


333 East street, Cincinnati. It is 


suited for the produc 
tion of displays in quantity, and can be used 
for displays from those of the counter va 
to large convention booths. It is also 


lull in 


obtained trom the address 


riety 


furnished in’ pretabricated form 
formation can be 


above. 


Blaine Resigns From 
Oppenheim Collins 


Joseph Blaine has resigned his position 
Oppenheim Collins 


May 1 His 


Blaine 


as display manager tot 
& Co., New York City, as of 
successor has not vet been appointed. 
himselt 


will enter business for soon, it 1s 


said, although the exact nature of his un 


dertaking has not been divulged.  Betore 
joining Oppenheim Collins five years ago 
he was with R. H. Macy & Co., New York 
City, and had charge of interior display for 
Philadelphia. 


Gimbel Brothers, 


Fixture Firm Issues 
New Catalogue 

A very complete catalogue of display fix 
been issued by 
Western 


avenue at 22nd place, Chicago. A copy of 


tures of all types has just 
Reflector-Hardware Corporation, 


the 84-page book is available on request. 


Paul Chambers Joins 
Palais Royal 

Formerly with the Root Store, Terre 
Haute, Ind., Paul Chambers has joined the 
LaFayette, Ind. 


Palais Royal, 














WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 


314 N. Eutaw St. Baitimore, Md. 








Send for the 


“In 1891 


AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 













@Please Mention DISPLAY WORLD When 
Writing Advertisers 























* RUBBERLITE 


Rubberlite and _ its 
processes are backed by over 
$100,000 resources of Rubber 
Products, Inc. 


patented 


Rubberlite is vulcanized at 
high temperature and will 
not crack, warp or shrink. Rub- 
berlite is not to be confused with 
so called rubber figures, but is 
backed by seven years of suc- 
cessful manufacturing experi- 
ence, and acceptance by the 


trade. 


Durable Displays, Inc., through 
its association with Rubber Prod- 
ucts, Inc., are enabled to offer 
you their exclusive designs in 
this time tested material. 


DURABLE DISPLAYS, Inc. 


Factory 
2010-2018 S. Halsted St., Chicago 


Showrooms 
4 W. 37th St., New York City 
742 S. Hill St., Los Angeles, Calif. 














A better, speedier finish for 
window and store backgrounds! 


RONCOLAC 


FLAT DISPLAY LACQUER 


eSuperior to Poster or Casein Paints 


Roncolac Flat Display Lacquer is absolutely 
dead flat—reflects no light. A big time saver 

spray it on and it dries immediately. Letter 
over it with water or poster paints the moment 
you finish. Clean it with soap and damp cloth 
within 20 minutes. Roncolac provides 2 to 3 
times the hiding power of water paints. The 
surface is perfect for lettering. Takes masking 
tape without harm. Ideal for paper, cardboard, 
Beaverboard, Masonite, Upson Board, wood, etc. 
9 attractive colors, plus Black, White and Alum- 
inum. Mix colors to get any desired shade. 





Write us for details, color card and prices. 


T.J. RONAN CO., INC. 


749 E. 135th St. 
New York City 








OISPLAY WoRLD 
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Display. Enslish Style 


Display in England, our London corre- 


spondent reports, has regained much of its 
elan following the natural slump which was 
brought by the first few weeks of the war. 
Most of the paper decorations used on the 
windows as a protection against concussion 
during air raids have disappeared and sand 
bags which lined the fronts of many stores 
have been disguised in various ways, or 
have been eliminated. The black-out  per- 
sists, however, and windows are but dimly 
lighted at night, if at all. As might be 
expected, the use of fluorescent paints and 
ultra-violet lighting has been given great 
impetus by the lighting regulations. 
English displaymen are cudgelling their 
brains to find substitutes for many display 
materials, he adds, among the most impor- 
tant being fir plywood. Many of the display 
novelties used so profusely in happier days 





have had to be dispensed with because oi 
their origination on the Continent. 

A martial atmosphere persists in) many 
windows in London, naturally. The photo 
graphs are of two uniform displays by 
Simpson's, Picadilly. One shows the cam 
ouflaged wing of an airplane on the back 
ground. The shirt stands arise from ‘plan 
insignia on the floor. The other window has 
a background formed by a_ photographic 
montage with scenes from each of the three 
fighting services to tie-in with the three 
types of uniform displayed. 
in relief, are on the background below. the 
photographs and on the side walls. 

A recent London display for Watney’s 
beer was built up around the slogan “Dig 
for Victory,” which is used as part of the 
campaign to urge citizens to produce more 


British lions, 


food from their gardens. 
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—An automobile accident in which their car 
was literally demolished near Tulsa could not 
stop the "sunshine quest'' of Arnold J. Abrams 
and Al D. Cook, The Adler-Jones Company, 
Chicago. Neither was injured, so a new car 
was bought and the trip continued—down to 
Mexico City and back, across the Gulf coast 
to Florida, and finally to Chicago. The pic- 
ture shows Abrams and Cook at Cuernavaca, 
Mexico— 


THE STORE FRONT IS THE KEY 
TO ADDITIONAL PROFITS 


[Continued from page 33] 


to come toward you, and receding colors 
such as blue and green which seem to be 
farther away. 

The other element in store front design 
is light. Like the moth, humans are at- 
tracted by light. It draws their attention, 
stimulates and invites their interest. Light 
is synonymous with lightness and cheerful- 
ness. It is a symbol of gaiety. Light is 
becoming more and more a part of all good 
merchandising. The development of a large 
variety of lighting units has placed lighting 
on a scientific basis. A properly illuminated 
window or front is a valuable aid to selling. 
Signs as well as whole luminous fronts are 
now possible with Vitrolux, a new colored 
hardened plate glass that has ashigh trans- 
mission and diffusion factor and will with- 
stand successfully exposure to great changes 
in temperature. The color is fused right 
onto one side of the glass. It can be had 
in a wide range of colors and is produced 
in both opaque and translucent form. These 
two may be used in one sign in the form 
of opaque letters with a translucent back- 
ground, or the reverse. It is proving a use- 
ful and valuable medium to the modern store 
front designer and makes possible what 
might be termed luminous architecture. 

Now how about the kinds of material 
available for store front purposes? There 
are five principal ones: limestone (natural 
or cast), marble, terra cotta, granite, and 
Structural glass. 

Structural glass has won wide recognition 
by architects for store fronts and facades 
because of its excellent qualities. It is now 
produced in a number of beautiful, rich 
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colors which lend themselves to interesting 
and lovely combinations. This material, be- 
ing a form of glass, has all of its natural 
ar | recognized advantages as to easy clean- 
ing and complete lack of deterioration, due 
to exposure to the elements, or to the effects 
of acid atmosphere. In addition, it does not 
stain or craze and does not lose color in- 
tensity through exposure to sunlight. It also 
has the lustre that gives it the elements of 
real showmanship. It is flexible as to size 
and to composition. 

The newest development in the decorative 
field is the beautiful glass mural produced 
by inlaying colored opaque structural glass 
or mirrors in a glass background, producing 
a most artistic and unusual type of treat- 
ment. These glass murals have found ac- 
ceptance for use on the walls of one of the 
finest libraries in the country, establishing 
a new mode and type of wall treatment 
They offer a medium of unusual distinction 
and beauty for store fronts, building fa 
cades, and interiors. 

Structural glass can be sandblasted to 
form fluted or other decorative effects. It 
can be laminated to form relief ornamenta- 
tion in band courses, accents or sign letters, 
or may be inlaid, or sandblasted and filled in 
with colored pigments for use for the same 
purposes. Structural glass has increased its 
deserved popularity as an important modern, 
flexible and beautiful material. 


MANHATTAN PARADE 

[Continued from page 5] 
light cottons of the follow up promotion. 
The before-and-after effect of the windows 
can easily be visualized in the two photo 
graphs reproduced here, which show the 
same window first as originally installed 
and then (from a different angle) after the 
first week of blooming. 

Inspired by the Iranian institute’s mag- 
nificent exhibition, “6,000 Years of Persian 
\rt.” Tom Lee, display director at Bonwit 
Teller, presented a brilliant window series 
dramatizing the Persian influence in  fash- 
ions created by Nettie Rosenstein and Clare 
Potter. 

Panels of gauzy white net heavily fringed 
and bordered in china silk, painted with 
characteristic Persian motifs, cast a veil of 
glamour over the mannequins, each of whom 
was “recreated” and costumed as a tabu 
lous beauty of Persian art and legend 
“Clare Potter recreates Zobeide, wife of 
Caliph Haroun el Raschid” is the card an 
nouncement in one of the windows shown 
at the bottom of page 7. Here the manne 
quin. models a pajama costume of pale 
green jersey tunic over harem trousers in 
fuschia, traceable to the decorative panel on 
the background which was in turn adapted 
from Persian miniatures on display at the 
exhibition. The panel was of silk rep with 
ground color of fuschia, a copper colored 
horse, and rider in green, this color plan 
being repeated in the painted border of the 
gauze panel screening the glass. The floor 
slanting upward toward the background was 
covered in pale green velvet, Sanskrit char- 
acters appearing on each of the panel back 
grounds referred to the announcement of the 
opening of the Persian exhibition. 

\ window of brocade sandals tying up 
with these fashions is also pictured on 
page 7. 





IT'S ABOUT DISPLAY 





YOU'LL FIND IT IN OUR 


NEW CATALOG NO. 61. 














TEXTURITE 
dis-PLASTICS 


NOW AVAILABLE 
IN EXCLUSIVE 


FABRICATED DESIGNS 


SHAPES AND FORMS 
* 


Write us for further particulars 
on our wide range of 


CELLULOSE 
ACETATE PLASTICS 


FOR FALL AND 
CHRISTMAS 


* 
J. M. GORDON & CO. 


189 GREENE ST. NEW YORK 


PIONEERS OF PLASTICS FOR DISPLAYMEN 











arms he incor is noted for ti ably 
And among. “mot 
Rep Hae iiettogt coco “apt 
tah Seudl Moron gree. Bs Watts 
MERKLE-KORFF GEAR CO. 


211 NORTH MORGAN STREET CHICAGO, ILL. 


USE TEXTIL-BARK 


PATENTED 





Summer trims of pat- 
ented Textil-Bark will be 
the most striking on the 
street. 


Write Today 
STANDARD SHEETS 
3x8’ —4x8’ 


Exclusively By 


Mfgd. 


TURN-IT-DISPLAYS 


MINNEAPOLIS, MINN. 








PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For win- 
dow and counter display. Mounted or unmounted. 


NEW YORK SOLAR PRINT CO. 


736 BROADWAY NEW YORK CITY 








CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
eSigns @ Backgrounds 
@ Displays @ Fixtures 
Send for free Sample and Literature 


Careteniio Salec ** Fo. 450148 St- 














FLASHING 
Revolving Displays 


and Fluorescent Lighting 
> to 500 Pounds 


Lumiline 
Purntables 


Literature on Request 


M. MOISTER & CO. 


2nd & Bristol Sts., Phila., Pa. 








FIXTURE CATALOG FREE! 


Shows Complete Line of 
Fixtures, Display Furniture & Mannequins 
Let Us Supply All Your Display Needs 


THE FIXTURE MART Ince. 
314 W. JACKSON BLVD. CHICAGO 














HEXCHROME 
COLOR.IN-MOTION 
LIGHTING 


Your Dealer or 


GoldE Mig. Co. 


1214 W. Madison St. 
Chicago, III. 








THE “REVOLVING SALESMAN” 
AC DISPLAY TURNTABLES 


Noiseless—Inexpensive 
Write for Details 


WOERNER ADV. & MFG. CO. 


BELLEVILLE, N. J. 
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NOW SNCMNC 


NYLON 


—Nylon hosiery makes its official debut May I5, after test showings in a few cities. 
above is a display installed by Ivan K. Diehin, 
stores to test the sales possibilities of the new material— 


Large Prizes Offered 
In Old Spice Contest 


Shulton, 


is sponsoring 


Old toile- 
a special display contest 
‘father’s day. Win, lose, 
photograph 
Old 


a $5 set 


Inc., makers of Spice 
tries, 
in connection with F 
every store sending in a 
display of 


or draw, 
of its Father's day 
Spice 


window 
receive 
while the 


men’s toiletries will 


of the company’s products, winner 
of first two divisions 


receive 


in each of will 
The first classification 


and 


prize 
$300 in cash. 
and specialty stores, 


is for department 


Braunstein's, Wilmington, 


MAY, 


Illustrated 
Del., one of the first 


the other is for drug stores. Runners-up 
awarded $200, third place $100, and 


division will 


will be 
the next ten 
receive $10. 
to the 
Photographs must be 
mailed to I. Ericsson, 
avenue, New York City, to 
midnight, July 1. Winners 
July 15. The judges are 
Toilet Requisites; W. 
Leland 


stores in each 
The awards will be made direct 
store. 
at least 5 by 7 inches, 
and must be Shulton. 
Inc., 680° Fifth 
be received by 
will be announced 
EImer Sheets, editor, 
Bayard Okie, Jr., display consultant; 
G. Wesley, The Wesley Associates 














—''lt's OK to save your dough for the |. A. D. M. convention, but | can't help feeling that 
you're carrying it a bit too far!" — 
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l. A. D. M. NEWS 


[Continued from page 16] 





dance, and visits to points of interest in 
Detroit. 

“In addition to participating in the regular 
convention entertainment, visiting 
will be taken under the wing of Mrs. Frank 
E. Whitelam and her assistants for visits to 
Dearborn inn, Greenfield village and other 
well-known spots; a style show following a 
shopping tour, 


ladies 


“June morning breakfast ;” 
and the like. 


The writer has been invited to discuss 
with the National Retail Dry Goods <As- 
sociation the possibilities of affiliation of 
the two organizations or at least to coor- 
dinate our efforts along certain lines. I hope 
to have something definite to report at the 
convention. The possibility of an agree- 
ment of this nature has presented itself from 
time to time, and 1 
that will enable the two organizations to co- 
ordinate their efforts it will be an excellent 


if a decision can be made 


way to eliminate waste and lost motion and 
to attain a maximum of results at a mini- 
mum cost. 


The I. A. D. M. makes a sincere effort to 
play square with exhibiting manutacturers 
and to treat all alike. 
offered $400 for a space not shown on the 
convention floor plans that were distributed 


Recently we were 


to all manufacturers. Because an equal op 
portunity had not been given the other ex 
hibitors to obtain the same space, the sale 
had to be turned down. The space will not 
be used for an exhibit. 

Our policy has been tested many times 
recently, when numerous exhibitors asked to 
display their products on the thirteenth and 
fourteenth floors only. The rule has been 
made that no space should be rented on the 
upper floors without the exhibitors first 
making a reservation on the ballroom ex 
hibit floor, if only to use it as a space toi 
a show card directing customers to their 
exhibit room on one of the floors above. 
This rule has been upheld and will continu 
to be upheld. 
has cooperated. 


To this date every exhibitor 


\nother rule that will be enforced is that 
exhibit space must be paid for in full by 
June 1. This is a necessary regulation that 
will enable the I. A. D. M. td pay its in 
debtedness to the Hotel Statler when the 
exposition convenes. Failure by an exhibi 
tor to make payment on time will be con 
sidered an automatic cancellation. 

In our effort to sustain these rules and 
pursue a business-like, friendly attitude to 
ward all without exception, it has been nec 
essary so far to pass up over $1,000 worth 


of business on exhibit space. I am hoping 








Many entries have already been re- 
ceived for the annual photo contest, 
but still more are desired. Send them 
to Walter A. Grover, who has charge 
of the contest, in care of The J. L. 
Hudson Company, Detroit. Entries 
must be postmarked not later than 
midnight, June 1. 
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to be able to say, however, that the support 
given us by the manufacturers who approve 
our methods will make exhibit reservations 
far surpass the space used on previous con 
ventions. The $1,000 in business that we 
have passed up seems a lot of money, but 
it is a fine advertisement of I. A. D. M 
fair-dealing. 


With the photo contest approaching it is 
very noticeable how fast lapsed membership 
dues are being paid without any persuasion 
on the part of the 1. A. D. M. 

We have decided to exhibit these photo 
graphs in a large room at the rear of the 
ballroom floor known as room “B.” This 
should add value to the location of any 
booth space situated near the photo exhibit 


The I A. D. M. continues to receive re- 
quests for assistance in obtaining employ 
ment for its members and feels that every- 
thing done in this regard is a real help. 


“A> Post Graduate Course in Display” is 
a fitting way of referring to the convention 
While display managers may have received 
their elementary training in college or in the 
highly commendable and = super-impressive 
school of experience, the displayman who 
wins the highest honors today may—by 
failure to keep abreast of the times and by 
lack of effort to keep informed on the new 
trends that are born almost daily in the 
field of displav—be the most expensive mis 
take that his store has ever made. 

\ vear of doing the same old thing 1n the 
same old way may be caused by a lack of 
knowledge ot the sources ot supply. The 
store would not hire a buyer who knew only 
merchandise. He must know the market, he 
must know the source of supply, and he 
must be able to obtain what he wants betors 
his competitors get it 

Display reflects the personality of any 
organization. The appearance of the entire 
store is a responsibility of the display man 
rer, and this appearance makes the first 
impression on a customer even before she 
speaks to a clerk. 

These are only a few of the reasons why 
many stores insist on their display managers 
attending the I. A. ID. M. convention. 

Here is an opportunity to line up entire 
future promotions at closely competitive 
prices without traveling to different cities 
Phe exhibits are all under one root. 

The speakers at this convention have been 
carefully selected because they possess an 
outstanding knowledge of the philosophy 
and psychology requisite to success in the 
particular subjects with which they are to 
deal The benefits of their experience and 
the answers in the subjects that they have 
specialized in can be yours—if you are a 
good listener. 

“Prophets” gaze into a crystal ball and 
tell you that you have a brilliant future, but 
the “Profits” that a good hard-fisted mer 
chant wants to hear from are the ones that 
ring a little bell each time the 
opens, and the way for the displayman to 


cash drawet 


give him these profits is to keep himself 
alert. Resolve now to attend the Detroit 


24-27. 


convention, June 
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The Fountain Air Brush 


The AirBrush of the Particular Artist 


-. 





A NEW AIR BRUSH FOR 
THE DISPLAYMAN 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, III. 














145 to 15l 
W. 18th St. 
New York 


Write for New 
Catalogue “D” 








uu spend good 


ARDBOARD _D thines ‘ior adver 


tising cutouts of 


» EASELS jes isch 


dise displa 
is economy to use the Stand Pat Easel, with 


special lock feature which insures it against fall 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out 


live your display card. Write for samples today 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 

















Birds and Animals 


For 


Window Displays 


Also Glass Eyes for Manikins, Animals and Birds 


Schoepfer Taxidermy Studio 


1200 Broadway at 29th St. New York City 














GLASS SILK (SPUN GLASS) 
Seautiful Waterfall, Ice and Snow Effects, Motion 
Displays with and without Colorful Lighting, Pure 
White and Colers—Fireproof and Vermtinproot 

When you attend the New York World’s Fair 
be sure to see display in our New York office. 
If Your Jobber Does Not Handle 
GLASS SILK Order Direct... 

vy FRIEDRICH & DIMMOCK 
td. Millville, N. 
Sales Office: 7 East 42nd St., New York 


Manufactured }t 











Questions and 


Auswers 





Question: In your September, 1939, issue, 
the writer of the article entitled “Glass as a 
Display Medium” speaks of clear mirrors, 
copper silvered, and lead silvered. Will you 
please let me know what is a clear mirror 
and how to copper silver and lead silver 
mirrors 7-—Moratuwa, Ceylon. 

Answer: By “clear” mirrors the author 
meant the regular type of mirrors made of 
clear or transparent uncolored glass, with 
some standard type of silvering. (You prob- 
ably know that there are a good many meth- 
ods and formulas even for the regular mir- 
In sil- 
vering with copper or other solutions for a 


rors which we are used to seeing.) 


gold effect, or with lead solution for gun- 
metal effect, the procedure is very much the 
same as for regular silvering. Peacock Lab- 
oratories, Ine., Philadelphia, has made a 
very thorough study of procedure, formulas, 
etc., in connection with mirror production, 
and this firm has the necessary materials 
It makes a reasonable charge for 
supplying formulas or other technical infor- 
mation. 


for sale. 
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Gold mirrors are now usually done by 
using a shade of plate glass having a golden 
effect, silvered in the usual manner. Col- 
ored mirrors of a considerable variety can 
be made by using the various colors of sil- 
vering in connection with the various colors 
of plate glass available. 


Question: We are sending you herewith a 
piece of colored plastic. Will you please 
tell us at what temperature it becomes pli- 
able, and also the best ways of cutting it for 
display purposes ?—Kankakee, III. 

Answer: Sheets of this particular plastic 
up to 25-gauge become pliable when placed 
in water about 120 degrees Fahrenheit. For 
gauges up to 150, the water should be ap- 
proximately 175 degrees. The lighter gauges 
can be cut with a sharp pair of heavy-duty 
scissors or tin snips. Cut the heavier 
gauges with a “Cut-Awl,” metal or wood 
cutting band-saws, or a fine blade hand-saw. 
Feed the plastic slowly when cutting with a 
mechanical saw, in order to avoid jamming. 
Smooth the cut edges with an emery cloth 
on the finer gauges, or a wood plane on the 
heavier. 


Foreign Visitors 
Study U. S. Display 

H. Van Dyck, display manager, Farmer & 
Co., Ltd., leading department store of Syd- 








OPPORTUNITY EXCHANGE 








Experienced Window Trimmer & Card Writer 
Must be able to trim excellent windows, and be 
i first-class card writer. Popular priced depart- 
ment store, handling men’s, women’s, children’s 
wear and yard goods. Excellent opportunity for 
ambitious person 


Address “BOX oO. ad 
Care DISPLAY WORLD 


COURSES IN WINDOW & STORE DISPLAY 
Background Design; Merchandising Ideas; Ex- 
hibition Displays; Show Card Writing; Adver 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 
Wililams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Dept. DW-5. 











PREPARE FOR A FALL JOB! 
Special Six-Week Summer Courses in Window 
and Store Display, Showeard Writing, Display 
Design, Retail Advertising and Sales Promotion. 
Special low tuition. Practical instruction. Place- 
ment opportunities Request Booklet DW. 


DISPLAY INSTITUTE 


119 W. 57th St., New York Columbus 5-5519 


MANUFACTURING BUSINESS FOR SALE 
Complete metal working equipment for display 
fixtures including plating plant, patterns, dies, 
etc. Also woodworking machines and _ large 
paint spray outfit. Established over 25 years 
in Cleveland. Retiring. 


Address “SALFOR” 
Care DISPLAY WORLD 








ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 2666 Chicago 





EXCLUSIVE DISPLAY PRODUCTS WANTED 
by responsible, well-established N. Y. jobber 
having splendid contacts and ability to get or 
ders. Can get best results on exclusive line or 
item. Address in confidence 


“ACTIVE” 
Care DISPLAY WORLD, Room 1101 


175 Fifth Ave. New York City 








HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 


clear and comprehensive Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 


School.”” Write for information 


WILL H. BATES, Box 101, Ellsworth, Ill. 


WANTED COMPLETE DISPLAY LINE—Pro 
gressive Pennsylvania distributor wishes com 
plete line of display materials and accessories, 
such as leatherettes, papers, artificial flowers, 
fixtures, spot lights, ete. We cover Pennsyl 
vania, New Jersey, and Delaware. Address 
“PENN,” Room 1101, care DISPLAY WORLD, 
175 Fifth Ave., New York City. 











SALES EXECUTIVE—National distributor of 
window display materials has unusual oppor 
tunity for executive capable of taking complete 
charge of distribution of branded and advertised 
lines. State full qualifications, past experience 
and terms. desired Address “CAPABLE,” 
Room 1101, care DISPLAY WORLD, 175 Fifth 
Ave., New York City. 








USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 
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ney, Australia, is in New York City winding 
up a visit of several weeks to these shor 
He will shortly sail for “down under” aft: 
intensive study of local display trends. Whil, 
in New York Van Dyck makes his hea 
quarters at the offices of the American M« 
chandising Corporation, of which organiz 
tion his store is a member. He has spent 
some time renewing friendships formed on a 
previous visit a few years ago. 

Also in New York City and making 
headquarters at the same office is Herbert 
Hess, Stuttatord’s, Capetown, South Afric: 
Hess plans to extend his visit to about three 
months in order to make a prolonged stud) 
of American display methods, and also to 
spend some time at the 1940 World's Fai 


Improvement In Corrugated 
Announced By Sherman 

The latest improvement in corrugated dis 
play paper, a uniform surface free of ma- 
chine markings, has been announced by 
Sherman Paper Products Corporation, New- 
ton Upper Falls, Mass. 


is made possible by a new corrugating 


S 


The improvement 


machine, part of an extensive plant moderni 
zation program at Sherman, it is said. The 
new corrugated will be supplied in eighteen 
colors, gold and silver metallic, and white. 
The backing sheet has 1l-inch guide lines 
as well as scallop markings to facilitate 
cutting and scoring. Full details are con- 
tained in the new Sherman “Hit Parade” 
catalogue of display specialties, copies of 
which will be sent on request. 


Infinite Combinations 
Feature New Units 

Charles F. Johnson, 810 South Spring 
street, Los Angeles, reports that his com- 
pany’s recently introduced “Kubeunits” have 
been accorded an excellent reception in the 
display field. The units consist of 4%-inch 
squares, of either basswood or metal, fur- 
nished with “keys” which permit the con- 
struction of displayers in innumerable de- 
The standard set, consisting of 100 
pieces, weighs only 6 pounds. Johnson has 
prepared literature showing many of the 
attractive combinations possible. 


signs. 


Another innovation from this company is 
that of Buttress knotty pine frames. Litera 
ture is also available on this item. 


Novel Displayers 
Introduced 

Smart displayers made up in the form of 
dachshunds, bows and arrows, ducks, golt 
balls, sea shells and other forms were re- 
cently introduced by Bliss Display Corpo- 
ration, 400 West 34th street, New York City 
The units are made of wire, wood, pliofilm 
and the like, and feature related selling 
Literature is available. 


Portable Electric Sander 
Placed On Market 


A new portable electric sander has_ re- 
cently been introduced by Sterling Products 
Company, 2457 Woodward avenue, Detroit. 
It is said to be especially adapted for various 
operations in the construction and finishing 
of displays. The sander weighs 314 pounds. 
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COMING UP 

Flag Day—June 14. 

Father’s Day—June 16. 

Summer Begins—June 21. 

International Association of Display 
Men Convention, Hotel Statler, De- 
troit, June 24-27. 

National Swim-For-Health-Week— 
June 24-29. 








LOS ANGELES DISPLAYS 
HAVE DIVERSE THEMES 


[Continued from page 11] 
with sacks cement 
placed nearby. The 
locations 


wheel-barrow 
at 


accessories. 


of and a 


corsets were hung 


convenient these 
The window illustrated here shows the “De- 
velopment” stage in feminine corsetry. It 
did not particularly tie in with construction 


on 


as did the others, but it represented a trade, 


photography, its theme. The window 
card read “Development, important in cor 
for the junior figure.” The principle 
of interest in this display 
around two large pieces of celluloid 


as 


setry 
point centered 
sus 
pended from the ceiling of the window, air 
brushed and designed to appear as_ strips 
of motion picture film. Frame markings 
and notches help identify the “film.” The 
the positive were mannequins 
attired in junior corsets, and were placed 
behind a that not 
brushed. At the base of the display were the 


images on 


clear space was air 
necessary pieces of equipment that go with 
photography, such as chemicals, developing 
As Amer- 
ica has gone candid camera crazy, this dis- 
play made quite a hit with yvoung and old. 

The final prominent 
store whose publicity to remain 
anonymous For the few months 
this adhered to one theme in its 
men’s apparel department, and has carried 
it to the It 
slant” window 


tray, clock, and measuring glass. 


window is from a 
policy 1s 


here. past 


store has 


window displays. is a “man’s 
clothes. This 


a man’s slant on rugged, wear resisting suits 


on presents 
for business or pleasure. On the background 
of Shadow lake, 
This one 
windows 


large painting in 


Southern 


is a 
ot a 
ot other 
resorts were pictured as backgrounds. The 
rustic frame around the painting follows the 
ruggedness of the clothing, whe the office 


California. was 
series similar in’ which 


desk supphes the business angle. 








SHOW CASES 


FOR EVERY PURPOSE 
State Your Needs and Ask for Catalog 


Detroit Show Case Co., Detroit, Mich. 











Lighting one after an- 
other, without motor, 
without wiring—that’s 
the new idea of our 
electrical contacts and 
color flashers. Time- 
able, AC, DC. Write 
for details. 


BESBEE PRODUCTS, TRENTON, N. J. 


DISPLAY WORLD 


GOLDEN ANNIVERSARY PROMOTION 
TELLS INSTITUTIONAL STORY 
[Continued from page 13] 
golden bands otf the laurel leaves which for 

centuries have signified achievement. 
b.. F. 


dow displays for the store. 


Sjursen is in direct charge of win- 


The interior display department, which is 
operated by J. A. Berney as an entirely sep- 
unit the the 
anniversary trim throughout the store. All 
the pillars on the main aisles of the first 


arate under writer, carried 


floor were effectively decorated. They were 
covered in a soft shade of blue and trimmed 
with the motit golden 
laurel bands as the The 
tops of the pillars were banded in gold satin 
the 


Anniversary and 


used in windows. 


ribbon and a large bow was placed at 
top of the laurel bands. 

One of the interior treatments 
the upper left on page 12. 


is seen at 

One hundred and twenty-five show cases 
throughout the trimmed with 
blue floors and small reproductions of the 
motif. A 
used in the displays on the apparel floor. 


store were 


Anniversary similar theme was 
Large shield and wheel designs were hung 
the the first floor, 
full-sheet the standard 
the blue and gold coloring assisted 


in making the the 


over elevators on while 


cards with motit 


and in 


coverage ol store most 

complete. 
When the 

stalled it 


for 


windows in 
that 
The 


great 


\nniversary were 


was intended they should 


remain one week. interest which 


created was so and so 
the 
longer that it was found necessary to keep 
the for two and one-halt 


weeks. 


they many 


persons requested store to keep them 


windows on view 


Display Accessories, Inc., 
Organized in New York City 
Specializing in unusual decorative display 
Bliss Display Corporation 
\cce Inc., has 
New York City. Head- 
quarters of the new firm are at 5 West 36th 
street, near Fiith avenue. Officers \l- 
bert Bliss, president; Waller A. Gallagher, 
general merchandise manager, and John C. 
The following rep 
FP. 
led 


papers, styled by 


designers, Display SSOTIES, 


been organized in 


are 


Nichols, sales manager. 
resentatives have been appointed: L 
Waller, South: David 
ward R. Kast 
will 


\ssociation 


K. Orthwein and 
Chase, 
the 


Men 


exhibit at 
Display 


The company have an 
International 


convention in Detroit in June 


ot 


Charles Merrill Resigns 
Richmond Position 
\. Merrill, 


for 


Charles who has been display 


manager Berry-Burk Company, Rich 


mond, for the past couple of vears, has re 
signed to join Moortgat Studios, 


Pa He the 


South. 


Glenshaw, 


will represent firm in the 


Artcraft Footwear Wins 
Local Contest 


\rteraft Footwear, Washington, has been 
awarded a silver loving cup as first prize in 
he ld 
The judges were Louis 
Company; W. R. Dick, Frank 
and W. L. Wardrip, William 
all of Washington 


a display contest for Connecticut ave 


nue firms. Banks, 
The Hecht 
R. Jelleff, Inc., 
Hahn & Co., 


NO WINDOW COMPLETE WITHOUT” 


UNBREAKABLE 


“BORN FLEXIBLE 


> 
sd 





GOODMAN SLEEN E FORM 


Clothing spigys 


“Figures Tell the Story”’ 


Actual Photographic Illustration 
showing the following 


GOODMAN ACCESSORIES 


Goodman Character Head $5.95 
Goodman Drape Coat Form $3.00 
Goodman Streamlined Base $2.00 
Goodman Featherweight sleeves 


pair $3.50 
FREE! $10.00 Goodman Guar- 
¢ anteed Display Turn- 

table with the above Combination Offer. 


Write for Catalogue of Latest Developments 


n the Display Field 
GOODMAN ..22c¢7"., COMPAN 
l Form 


Vakers of Goo im Patent Sleeve 
Ven's, B s ind Women's H'ear + Motior 


19 West 34th St., New York, N. Y. 
Distributors Wanted 


Tyme for 





‘ 


‘PRICED WITH THE REACH OF ALL 


«MOUAOWOL JO SMOCNIM AOA SATAVINUANL AVTdSIG GAALNVUVND AO ASNOH AHL, 








put 


merchandise 


a MOTOR: 


Speed Way Turntables 

(15 types D.C., A.C.) 

Above No. 275, 150 

lb. capacity. Left No. 

269DF (D.C.) Turn- 

table, 50 lb. capacity. 

dWay Revolving Elec- 

* ppee tric Turntables 

They keep pack- 

ts moving—catch = pot 

te of hurry. Use the vita 

i our displays- 

of movement in Y oe 

pe for free literature ———, 

_— ll as motors, solenoids, © 

nl Agents in all principal cities. 
: " g 

light controls 


SPEEDWAY MANUFACTURING co. 


ICERO, ILL. 
1839 S. 52ND AVE. .- 


outwit sales resistance. 


ages and produc 
and hold it in SP! 
these 

and 
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Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
o fany display problem. 


Air Brushes 
Airpainting Equipment. 
} Animated Signs 
Artificial Flowers 
| Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
| Enlarging Projectors 
| Fabrics and Trimmings 
Fixtures 
Flags and Banners 
Foils 
Grass Mats 
Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
{] Mouldings 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
{) Natural Foliage 
| Pageants & Exhibits 
Plaques (Window) 
| Papier Mache Specialties 
Photographic Blowups 
Plastics 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 
Show Cards 
Show Card Colors 
Show Cases 
Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—E lectric 
Sleeve Forms 
Stencil Outfits 
Stock Posters 
Store Designing 
Store Fronts 
Tackers 
Time Switches 
Turntables 
Valances 
Wall Board 
Window Lighting 


Do you wish a copy of their catalogue ? 
Do you plan to remodel your store soon? 
Do you plan to build a store soon? 
MAIL TO 
DISPLAY WORLD 
CINCINNATI, OHIO 


Firm 








Display Manager 
Street 


City State 














DISPLAY WORLD 





MAY, 1915 


Harvey Shaar, president, and J. L. Hains, 
secretary, announced the removal of the 
Lancaster (Pa.) Association of Display Men 
headquarters to new club rooms. The new 
location contained a demonstration window 
complete in all details. 

Yonkers, N. Y., displaymen formed the 
Yonkers Display Men's Association, with 
Thomas F. McEnroe as president. 

A local club called The Association of 
Display Men was formed by Montgomery, 
Ala., displaymen. Officers were A. D. Lewis, 
I. Levystein Company, president; J. FE. Hyde, 
Guarantee Millinery Store, vice-president; 
A. Gold, Guarantee Millinery Store, secre- 
tary; W. J. Fritts, Capitol Clothing Store, 
treasurer. 

Birmingham members of the International 
Association of Display Men held a “knock- 
ing meeting” during which those attending 
reviewed local displays in a tour of inspec- 
tion. Frank criticism of the displays of 
members was the object of the meeting. 

July 5 was officially set aside as Display- 
man’s day at the San Diego exposition. A 
special program was arranged by Harry 
Heim, The Marston Company, for visiting 
displaymen. 


MAY, 1930 


The display convention and exposition for 
Eastern displaymen, sponsored by the Met- 
ropolitan Display Men's Club, was held in 
New York City. Three hundred attended. 
The grand prize in the photo contest went 
to A. J. Roeder, William H. Block & Co., 
Indianapolis; second prize to Lothar Ditt- 
mar, Ernst Kern & Co., Detroit; third prize 
to Mrs. R. D. Van Sand, Gimbel Brothers, 
New York City. 

Formerly reported joining the Roxy The- 
atre staff, Edward Arkow instead became 
display manager for Wise Shoes, Inc., New 
York City. 

First prizes in different divisions of the 
Nemo corset display contest were awarded 
to the following: J. A. Mitchell, The Boston 
Store, Joliet, Ill.; L. L. Wilkins, Kerr Dry 
Goods Company, Oklahoma City; W. W. 
Rowley, The Emporium, San Francisco. 

\lfred A. Schuster, formerly first assist- 
ant at Arnold Constable’s, New York City, 
became display manager for Mawson & De 
Mayne, Philadelphia. 

George FE. Prue, who had been with Jor 
dan Marsh Company, Boston, became head 
of the display department of Conrad & Co. 
of the same city. 

Kdward H. Lamprich took the position of 
display manager of the Union House Fur- 
nishing Company, St. Louis. He had been 
with Kline’s. 


\l Voelker resigned as display manager 


of H. C. Prange Company, Sheboygan, Wis. 


R. J. Requa became display manager of 


Bloomingdale Brothers, New York City. He 
succeeded Herman Dulz, resigned. 


Vincent Barrett, who had been first as- 








MAY, 194 





sistant for James McCreery & Co., Ne 
York City, was made head of the depart 
ment following the resignation of Fran! 
Stephens. 
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All Roads Lead To Detroit 
for the... 











The Famous Ziegfeld Follies Never Had 
More S. A.* Than 1940 1. A. D. M. exhibits! 


*S. A. (Sales Appeal) 


JUNE 24-27, HOTEL STATLER, DETROIT 


FOR FULL DETAILS WRITE JOHN L. KING 


International Association of Display Men 


402 EVENING-STAR BLDG., WASHINGTON, D. C. 























WE'RE YOUR NEIGHBORS WHO 


- £ cy f i 3 4" 


a 


We may not be right next door to you, but wherever you are, you’ll find 
us no further away than your phone! And the way we deliver anything 
and everything you want in graphic arts and display material ... well, 
you'll think we handed it “right over the fence”! 

It’s our hundreds of Sherwin-Williams Branches and Graphic Arts 
Distributors throughout the country that do the trick. Everyone of them 
carries your favorite nationally known lines of display items. Each is 
completely stocked ... with stocks supplemented by 5 super warehouses, 
strategically located. Each will give you service that’s complete as well 
as prompt ...can help you in all problems of paint application, screen 


processing or air-brush work. Phone or call upon your nearest today! 


WEDGEWOOD DISPLAY 
CLOTHS—Smart, crisply-em- 
bossed, brush-stroke pattern cloth 
for a wide variety of creative uses. 
Adaptable to any display tech- 
nique. Made in colors suitable for 
any season, 


COLUMBUS QUILTED 
SATIN-GLO— A new, quilted 
fabric made with lacquer coat- 
ings firmly anchored to strong 
cotton base and carefully em- 
bossed in quilt effect. Also in 
Cork and Pearlesque designs. 
53/54” wide. 





